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were tracked on a semi-annual basis. Beginning with the Fall 1980 survey, the sample size
was doubled to include females. Subsequent surveys have been conducted annually and include
cross-sectional samples of both sexes.

YATS 1977 conducted 5520 interviews in the Spring and 5280 in the Fall. The Spring
report concluded that a greater proportion of young men between the ages of 16 and 21 have
graduated high school and are now working full-time in civilian occupations. It showed two
job attributes that young men perceived as attainable in the service: “teaches you a
valuable trade or skill" and "a career you can be proud of." Perceived unattainable job
attributes were: “good benefits for you and your family," "job you want," and “opportunity
to better your life." Self-reported school enrollment in general dropped according to this
study as did self-reported academic-quality. In addition, more than % of the positive pro-
pensity group said they would be more likely to enlist if starting pay were increased by $50.
a month. Only about one sixth of the negative propensity group said they would be more
Tikely to enlist. The Fall survey found that positive propensity for all four services
declined from the previous year. This is the Spring study.
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INTRODUCTION

The rationale for conducting this study as wcll as the survey de-
sign and objectives are described in the Introduction to the Fall 1975 report.
For the reader's convenience, the fullowing comiments are reprinted from
the Fall report, Some references are added to reflect chronological and

survey content changes.

Background and Objectives

There are a number of factors that are related to a young man's

decision to enlist in a military service, Factors such as national unem-
ployment and regional cultural environments can have a strong bearing
upon erlistment., Other factors related to enlistment behavior include
youth's general attitudes concerning military service and their awareness
of the opportunities provided by the services, These factors, especially
awareness, are influenced largely by promotion and advertising as well

as the many activities of service recruiters. Youths' attitudes and aware-
ness also reflect the impact of various other influencers, such as their

peers, parents and family, teachers, coaches, counselors, and ex-

servicemen.

General attitudes concerning military service can change over time
partially because the potential market of 17 to 21 year old youths changes

every year as new youths enter and older ones leave this age bracket. The
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outcome of recruiting efforts can be influenced by altering military service
attributes such as salaries, bonuses, training options, length of service, and
so on. The military services can also directly influence the propensity to
serve through increasing awareness of these attributes and by improving
attitudes by means of promotion, advertising and recruiter efforts, Indirectly,
improved awareness and attitudes can also be achieved by improving the

awareness and attitudes of the influencers of potential enlistment prospects.

Beginning in 1971, semi-annual youth surveys have been conducted
each Fall and Spring (excepting Spring, 1975) for the Department of Defense,
_These surveys included interviewing a sample of non-prior service 16-21
year old male youths to gain insight into a variety of issues associated with
their attitudes toward employment in general and military service in particular,
This present report provides detailed analysis of the fourth of a four-part
survey (Fall 1975, Spring 1976, Fall 1976 and Spring 1977), with an examina-

tion of some changes between Spring 1976 and Spring '~ /.

In order to compete effectively in the youth labor market, the
Department of Defense has a continuing need to obtain current attitudinal
information concerning the nation's youth, The principal purpose of this
survey is to provide the Department and the Services with valid, timely, and
actionable data concerning the youth labor market on a continuing semi-annual

tracking basis. This survey deals with propensity to serve in the military;

st dnm—e r—— .o A




—

MARKET FACTS

i R G

Page 3

effectiveness of advertising and recruiting efforts; impact of influencers;
importance of military attributes; and characterization of youths by such

factors as their demographics and life goals.

The information gathered on this and the past three surveys has
three fundamental objectives, The first objective is to gather information

that has common utility for all the military services,

Secondly, twenty-six special recruiting areas were isolated
throughout the country so that special analyses could be performed on each
of them. These areas, referred to as Tracking Areas, comprise one or
more geographic units of each of the services: Recruiting Detachments
{Air Force), District Recruiting Commands (Army), Recruiting Stations
(Marine Corps), and Recruiting Districts {(Navy)., Each service then can
track the study variables over time within actionable geographic areas

defined by recruiting boundaries of each service,

Thirdly, the study is designed to provide observations over time
so that changes in attitudes and behavior can be detected and appraised,
[t is anticipated that controlled experiments might be attempted sver time
in the Tracking Areas to test such factors as promotional materials, re-

cruiting practices, and advertising strategy.
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Study Design

The survey involved 16-21 year old males who do not have prior

or current military involvement and who are not beyond their second year

of college, In total, 5,520 interviews were completed.

The survey employed telephone interviewing., Respondents were
selected by random digit dialing. Approximately 200 interviews were com-
pleted in each of 26 tracking areas. Thus, the study provides statistically
valid samples for each tracking area ana allows computation of total U, S,

estimates,

In the first two waves of this study (Fall 1975 and Spring 1976),

only 13 tracking areas were studied independently, The 13 areas cumu-

‘ latively accounted for about 65% of the U,S, ''military available.”" The 13
tracking areas were selected from a total of 26 by using three criteria:
a) maximizing the percentage of the potential applicant pool covered, b)
providing sufficient geographic dispersion or regional coverage, and c)
limiting the number of recruiting units to three or less per Service. The
tracking areas included in the first two waves contain the following principal

cities and/or states:

° New York City

° Albany/Buffalo

. Harrisburg

® Washington, D, C,
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° Florida
® Alabama/Mississippi/Tenuessec
e Ohio
° Michigan/Indiana
° Chicago
° Minuesota/Nebraska/North Dakota/ South Dakota
° Texas
' Southern California/Arizona
. Northern California

The remainder of the country was treated as one arca and was
referred to as "balance of the country”, Approximately 400 interviews

were conducted in this aggregated area,

In the two most recent waves (Fall 1976 and Spring 1977), the sample
was allocated to all 26 tracking arcas. In addition to the above 13 arcas,

inferviews were conducted in these additional tracking areas:

. Philadelphia

] Bostoun

. Pittsburgh

° Richmond/North Carolina
) South Carolina/Georgia

° New Orleans

. A rkansas

. Kentncky

. Des Moines

° Wisconsin
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New Mexico/Colorado
Washington/Oregon

Kansas City/Oklahoma

Allin all, the 26 tracking areas account for 100% of the "military

available' in the continental U, S,

Dectailed tabulations, referred to in this report, are given in five

volumes, Volumes 1 and 2, which constitute most of the analyses, contain

both Spring 1976 and Spring 1977 data for those questions which are con-

sidered comparable,

Volume

Volume

Volume
Volume

Volume

Volume

3:

+:

5:

.

By Individual Tracking Arca

By Enlistment Propensity Toward Active Duty in
the Air Force, Army, Marine Corps and Navy

By Schooling Status and Grades in High School
By Age, Race, and Quality Groups

By Enlistment Propensity oward Rescrves
and the National Guard

By Enlistment Propensity Toward Coast Guard

The interviewing (or this wave look place between April 11, 1977 and

May 28, 1977.
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Content of the Interview

The interview focused on the following areas of information;

(1) Respoundent demographics

° Ape
e Marital status
) Racial/ethnic atfiliation
° Education
° Employment
(2) Propensity to enlist in the military

(3) Assessment of the importance of job attributes and their
ttainability in the miljtary

{4 Asscssment of advertising recall and meaningfulness

(5) Information seeking activities about enlistment
involving self, recruiters, and other influencers

(6) Attitudes of certain influencers toward serving in the
military

(7) Naturc and outcome ol recruiter contact
(8) Knowledge of current military starting pay

(M The relative effect of a $50 a month pay increcase on
propensity to enlist in the military

(10) Knowlcedge and prelerences about cducational benefits

(11) l.ite goals and their achievalibity in the military

]
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Questionnaire C hange

The study design permits the ii clusion of new ¢lements from time

to time. For example, in Fall 1976 a question was added dealing with the

effect of a $50 per month pay increase on propensity to serve in the military,
This item was retained in Spring 1977, The current survey has scveral new
features: an itemn assessing which branch of Service is associated with the
concept "Armed Services' or "military', questions about the recall and
meaningfulness of the advertising program of each service, and questions
assessing knowledge and preferences concerning Voeterans' educatjonal

benefits,

A few items from Fall 1976 were delcted in the Spring 1977 question-
naire, Respondents were no longer asked to associate advertising copy points
with specific services. The questions about influcence of girl friends/wives

and of friends in the scrvice were also not asked,

Analytic Comments

In such a large study, many results are likely to appear which
are due solely to chance or sampling variance. In order to avoid being
deceived by such results, this analysis delineates those results which are
unlikely to be duc to chance or sample idiosyncrasies, Specifically, all
signilicance dtaterments are based on the 95% conflidence level., This neans
there is less than a 5% likelihood that such a result would occur solely due

to chance,
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In the Spring survey, pursuant to OMB suggestions, the effects on
response r;ate of altered instructions and small cash incentives were exam-
ined, These factors were assessed by a small split-sample experiment,

. The result of this experimaent will be reported in detail in a separate
! document., For present purposes, itis sufficient to report that the cash

incentives increasced response rate by a very small amount and different

‘ instructions had no effect,

The Lracking area design of this study necessitales that the collected
data be weighted in order for ns to make valid cstimates of national statis-
tics. In the Fall 1976 and Spring 1977 waves of the study an improved
weighting system was used (sce Appendix III), In order for us to make Spring

‘ 1976 to Spring 1977 comparisons, the Spring 1976 data had to be retabulated
according to the new weighting system, As a result, Spring 1976 data revorted
in this document may differ slightly from what was originally shown in the

’ Spring 1976 report, This weighting system js discassed in detail in Appendix

111 of this report.
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On data from the 13 original tracking areas, standard errors were
computed by means of the replicated sample procedure developed by W, K.

Deming (An Application Of A Beldicated National Sample In Consumer

Research, Proceedings of the American Society for Quality Control, 1961),
Use of this formula produced staadaird errors that averaged 10 percent lar-
ger than those computed on the weighted national samples. Hence minimum

t values were adjusted upwards by 10 percent in tests of significance on the

national saimple (see Appendix I).

Since Fall 1976, only a minimum sample of telephone numbers has
) * been issued to interviewers. Additional numbers then are issued in small
subsamples until the correct number of completed interviews is reached.
This procedure provides tight control of the sainple and is now standard fur

the survey.

iy e A R i 0 W RTIMBE T > 1
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EXECUTIVE SUMMARY

roduction
This report is a discussion ofthe Spring 1977 wave (il.e., Wave N)‘ot
the tracking study of youth attitudes toward serving in the armed forces. A
botal of 5520 randomly selected malu between 16 and 21 yuu of age were
interviewed by telephone, Appery 360 inhrvtm ware coadutcd in

each of 26 fracki.ng areas across the continental United States.

Majozr C us t
This wave of the study provides an 18 month historics] perspective
from which the following' coﬁnhuﬁn} is drawn.
It appears t&t the military u&kot continne to hvo an mtmﬂly
more difficult job of mm‘tm (in mr! armd in q‘ll!ty) yow men into
the all-volunteer ﬁorcc. Th- decline in prmny to serve since Fall 19‘?5 ’
(Wml)amrnhhrMh&cMM '
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L@ Air Force ‘ ‘1. “ B ‘50“ .- '1-. . - 190, 3‘

Propensity to Mn ﬂu umd m«- declined -umvh.t from Spu. 1976 T
to Spring 1977, vnmo tho propoamy n;uru are don, these declines are not
statistically significant, As of Spring 1977, however, the decline observed since
the first wave of these studies (Fnl_l. 1975) is significant for all services. It is
apparent that it is becomhq increasingly more difficult to atiract people to enlist
in the armed gervices, o |

The overall rank order of the active duty services based on expressed
propensity levels did not change from Spring 1976, The order ls as
follows:

Pom&a;o

e Amy 15.1% 11.8% -1.3  9.9%

[

)

] ““m Com . 1l. “ l'o“ 1.3 "“
Voluntary lmnchn of mmu:y num have always paralisiad pro-

peusity changes, m,mwws lwyw
amount frem mmnmmmucmmmm

PR,

market,
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_— Self-reported school enrollment in general dropped, Fewer Spring 1977
respondents report being in high school or in college. Also, more have gradu-
ated from high school, The proportion of respondents attending vocational
school dropped as well, Other significant changes include an increase in full-
time emplomnt and a decrease in the proportion of unemployed respondents

‘who said they are not looking for a job, Sel.t'-repor.ted academic quality of the

respondents dropped significantly,

Spring to Spring shifts occurred with respect to life goal achievement,
Relative to civilian life, the military was perceived to gain ground in three
. of 12 areas: doing challenging work, ability to make own decisions and adven-

ture and excitement,

The military experienced setbacks with regard to perceived job se-
curity and making a lot of money, but malminad its position relative to
civilian life with respect to the perception of developing potential, respect

' of frienda, working for a better society, personal freedom, helping other

people, learning as much as one can and recognition and status,

There are sigaificant diflsrencas in the dats acrass the 26 tracking

~—

szeas on all of the variabies mm ln'lh. tracking ares aaslysls.

| nmﬁ:ﬁmm mmummwmmmm
tany % ' MMMM&&GW“
m Both azeas tend to be on par

Pe
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] ' )
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7

with the regt of the country with respect to propensity to serve in the four
services (Chic;go remaining below average in propensity toward the Army),
Southern California is below the nation with respect to propensity to serve in
the Army and Marine Corps. Wisconsin is clearly the poorest tracking area
with respect to propensity to join the military. Wisconsin falls below the

national averages for all of the active services except the Army,

Propensity for the Reserve Components is especially low in Ohio,

Chicago, Southern California and Philadelphia,

Perception rvic
A military career is perceived as allowing a young man to have ad-
venture and excitement and job security. On the other hand, a military -

career is perceived as not permiting a young man to enjoy personal freedom,

-

make his own job-oriented decisions, or make a lot of money.

Young men value certain job attributes when considering joining the
service, Two of these were perceived as being attainable in the service.
These were ''tsaches you a valuable trade or skill' and ''a career you can be -
proud of,' Valued job attributes perceived as being hard to attain were ''good {
benefits for you and your family '" '‘job you want, '’ and ""opportunity to better -
your life," ' _ ' }
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The individual services were perceived differently. The Air Force has
particular strength with respect to teaching a valuable trade or skill, provid-
ing a challenging job, enabling the serviceman to improve himself, and
providing the serviceman with a career about which he can be proud. The
Army was associated most often with help in obtalning a college education,
The Marine Corps was associated with training for leadership, and the Navy

was equated with world travel,

Enlisted Starting Pay

One-half (49, 6%) of the sample claimed to have no idea of the level of

average estimate was $381 which is close to the true value of $374, However,

the averages range from a low of $325 to a high of $433 across tracking areas.

Positive propensity men value good starting pay but did not think they P4
can achieve this in the militarv. As in past surveys, those with negative pro-
pensity gave h@er pay estimates than did those with positive propensity to
enlist, The data suggest that the lower pay estimate among positive propensity

people might present a recruiting o”ortunity. More than one-half (52, 4%) of

the positive propensity group said they would be more likely to enlist if starting
pay were increased by $50 a month, Among't'ho negative propensity group, about

one-in-six men said they would be more likely to enlist,

e i e v L I L SN W W Ty, e RN sR T eais s vele
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Perceived Attitudes of Influencers

Positive propensity men claimed that their parents are in favor of their
joining the service, particularly for the job training they will receive, Nega-
tive propensity men felt that their parents do not want them to join the military,
Loss of status, a desire for their sons to get a civilian education, fathers' nega~-
tive experiences with the military and family separation and danger are the major
reasons given why some parents were perceived as opposing military service,

If respondents' perceptions were accurate, these findings are important since
parents are key influencers in the military recruiting/decision~making process,

as repeatedly established in this series of surveys,

Advertising Awareness

Approximately one-half of the respondents were aware of advertising for
specific services. However, only about one-half of these same individuals
could recall any content of the advertising. In this respect all four services

were comparable,

Among respondents who did recall advertising content, they most often
recalled copy points about teaching/learning a trade, job opportunities and
enlisting. Respondents also frequently recalled Marine slogans and travel

copy for the Navy.

T
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Educational Benefits (Veterans' Educational Assistance Program)

It appears that there is little knowledge about the current educational
benefits plan, Positive propensity men are somewhat more familiar with the
provisions of the educational assistance program than negative propensity men.
Positive propensity men also report greater expected participation independent
of the level of required savings. For all men the lowest level of required

savings ($25) was the most popular.

Active Services Versus Reserve Components Target Market Profile

An attempt was made to determine whether the National Guard and
Reserves draw from the same pool of men as do the active services. The
following differences are revealed with respect to the profile of those men

who intend to join the National Guard or Reserves.

Those men who indicate a positive propensity for the reserve compo-

nents, in contrast to those interested in the active services, tend to be . . .

° Older

. More likely to be White

] More likely to be employed

® Less likely to be students, although more of them are in college

° More likely to be high school graduates

) Less likely to feel that, relative to civilian life, life goals can
be more readily achieved in the military

° Relatively more inclined to join a reserve component than one

of the active services

R
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Active Duty Positive Propensity Respondents Target Market Profile

As in previous waves of this study, the positive propensity candidate for

active military service can be described in contrast to his low propensity peers,

3S 44

.. Younger

° More likely to be non-White

° More likely to be unemployed and looking for work

. Less educated

° Having a less educated father

. Having lower values on the Quality Index

' Considering all of the job attributes to be important when
considering joining the service

° Feeling the military is relatively more likely to enable him
to achieve most of his life goals

® Underestimating the level of starting pay

® More motivated to enlist should pay be increased by $50 a
month

) Having had more recent recruiter contact

° Having sought information on a military career by mail or
by phone

' Having taken a military test at a recruiting station or in

high school

. Having discussed entering the military with parents or
friends

] Feeling relatives support his joining the service

® Having positive propensity for more than one service
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SECTION 1

NATIONAL TRENDS

<ERING 197¢ ys. SERING 1977




MARKET FACTS
Page 20

SECTION 1

National Trends - Spring 1976 to Spring 1977

Throughout this investigation the principal measure has been
enlistment propensity (i.e., the rated likelihood of serving on active
duty in each military service)., This analysis begins with an examination
of those variables that are related to enlistment propensity, The primary
time frame for analysis is Spring 1976 to Spring 1977, Given this full-year
Spring to Spring time frame, seasonal effects are eliminated and observed
changes can be viewed as indicative of underlying trends. Where it is

" appropriate to do so, comparisons with previous waves are also made.

The data reported in this scction represent weighted total U, S,
data obtained from twenty-six (26) tracking arcas. Thirteen (13) of these
arc the same as those used in the Spring 1976 wave of this investigation,
The balance are thirteen (13) tracking arcas which in the Spring 1976 wave
were aggregated into one group and labeled as ""balance of the country'.
These thirteen (13) new tracking areas were first defined in the Fall 1976

wave. The sampling is described in detail in Appendix II,
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1.1 Definition of Propensity

Réspondents were asked to indicate their likelihood of serving on
active duty in the Air Force, Army, Marine Corps, and Navy, as well as
the National Guard, Reserves, and Coast Guard. A four-point scale
was used to measure likelihood: ‘'definitely', ‘'probably', "probably not'",

and "definitely not" (Question 5a Appendix). Positive propensity has been

operationally defined as a response of either ""definitely' or "probably

would serve''. Negative propeunsity is defined as a response of '"probably

not'', ''definitely not', or "don't know/no answer''.

1.2 Adjustment in Propensity

In the interest of broadening the ability of the Tracking Study to
assess advertising effectiveness, an item measuring "top-of-mind"
awareness of the military services was added to the Spring 1977 survey.
It is anticipated that this measure will continue to be part of the survey
instrument on later waves. For a measure of this type of awareness to
be useful, it must be taken before any military services are mentioned
by name by the interviewer. Accordingly, in the Spring 1977 survey
"top-of-mind'' awareness was asked early in the interview (Question 4a)
following a question of near-term occupational plans (Question 3i) and
just prior to asking propensity toward the individual services (Question

5a).

The introduction of this awareness measure inflated the level

of reported propensity in the Spring 1977 survey. In order that the data
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be comparable to those of previous waves, an adjustment has been made to

the earlier propensity rates. It is based on the statistical relationship be-

tween spontaneously mentioned plans for a military career (Question 3i) and
propensity (Question 5a). The details of this adjustment are explained in

detail in Appendix IV,
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1.3 Changes in Propensity

Positive propensity for all four services remained unchanged from
Spring 1976. While propensity figures are down, these declines are not
statistically significant, The findiags are graphed in Figure 1,1, The Marine
Corps, Navy, and Army had comparable decreases: -1,1, -1.2, and ~1.3
percentage points, respectively., Positive propensity for the Air Force
decreased 1.8 percentage points, As a percentage of the Spring 1976 propen-
sity figure, the Air Force had the largest decreasc (10. 37.) followed by the

Army (9, 9%), the Marine Corps (9. 3%) and the Navy (7. 3%).

The index of pro-military attitude has been another measure of
propensity for enlistiment. This index is derived from asking respondents
what they think they might be doing during the next few years. The index
is a net measure of all unaided mentions of inilitary service and is not
inflated by the introduction of the new question on'top-of-mind' aware-
ness. The index, illustrated in Figure 1.2, declined significantly from
Spring 1976 (5,77 to 4. 5“2}, In all four waves, the index has paralleled

fluctuations in pousitive propensity toward each of the four services,
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FIGURE 1.1

POSITIVE PROPENSITY TO SERVE IN SPECIFIC SERVICES
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FIGURE 1,2

VOLUNTARY MENTIONS OF MILITARY SERVICE
AMONG PLANS FOR THE NEXT FEW YEARS

Statistically
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Table 1,1 reviews the positive propensity figures for the four
services recorded in each of the waves of this investigation,

Unaided mention

of joining the military (pro-military index) also is shown for each wave.

On both measures there is a definite downward trend
over the four waves with respect to intention to join the service, Moreover,
" there is a noticeable seasonality effect, that is, fewer people in the Spring

than in the Fall express an intention to pursue a military career.

All in all, these indices of propensity to serve in the Armed Services,
seen across time, suggest that it is becoming increas ingly more difficult

to attract youth into the all-volunteer military.
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TABLE 1.1

POSITIVE PROPENSITY TO SERVE IN SP'ECIFIC SERVICES
AND UNAIDED MENTION OF PLANS TO ENTER THE MILITARY

Fall '75¢ Spring '7¢: Fall '76 « Spring '77
3 %o %o o

Air Force 20,4 17.5 17.9 15.7
Army 18.4 13,1 14,5 11.8
Marine Corps 14.9 1.8 12.4 10.7
Navy 19,6 16,4 16,5 15,2
Unaided Mention of

Plans to Enter Military

(Pro-Military Index) 8.9 5.7 6.2 4.5
Base (All Respondents) (3176} (3001) (5475) (5520)

Propensity rates for the first three waves have been adjusted upwards 4. 7% for
comparability with Spring '77 on the basis of the relationship between the pro-
military index and propensity (see Appendix IV for the detailed adjustment
procedure).
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1.4 Changes in Variables Related to Propensity

There are a number of variables that have histurically discriminated
between positive and negative propensity groups. These variables and their

Spring 1976 to Spring 1977 changes are presented in Table 1.2,

1. Recalled recruiter contact (both shortterm and long-term)
was stable from Spring 1976 to Spring 1977, Recruiter

contact for each of the services also did not change.

2. The incidence of talking to influential people about enlistment

did not change.

3. The incidence of taking a military-sponsored aptitude tert
in high school did not change significantly from Spring to

Spring.

4. The pursuit of a career, whether civilian or military, involves
the consideration of numerous factors. One aspect of this
decision-making process is whether certain life goals can
be more readily achieved in the military or in civilian life.
During the past year the military strengthened its position re-
lative to civilian life with regard to four life goal perceptions

and lost ground with respect to two life goal perceptions.
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TABLE 1.2

CHANGES IN VARIABLES RELATED TO PROPENSITY

Spripg Spring Statistically
- i Change Significapt
w, )
Recruiter Contact {Ques, 8a & 9a)
Past 5-6 months - any service 24,3 25,9 1.6 No
Ever - any service 47.6 49.1 1.5 No
Ever Contacted By (Ques. 9b)
Air Force recruiter 14.8 14. 8 -- No
Army recruiter 23.1 23,1 -- No
Marine Corps recruiter 14,2 14,5 +.3 No
Navy recruiter 15.8 14.4 -1.4 No
Talked About Enlistment With (Qu. 8c)
Friends with military experience 38.8 38,6 - .2 No
Parents 35.7 34,3 -1.4 No ’
Teachers/Counselors 12.5 12,8 +.3 No
Girl Friend/Wife 17.2 17.9 +.7 No
Aptitude Test in High School By Armed
Services {Qu, 8c) 17.4 18.3 + .9 No
Base (3001) {5520)
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TABILE 1.2
(Continued)
Spring Spring Statisrically
'76 t77 Change Significant
o 9,
{.ife Goal Achievement — e
Civilian Advantage Over Military (Qu, 11}
Job Security 2.34 2.50 + .10 Yes
Making a Lot of Muney 3.84 3.91 +.07 Yes
Developing Potential 2.96 2.99 t .03 No
Respect of Friends 3.04 3,06 .02 No
Working for a Better Society 3.02 3.03 + .01 No
Pcrsonal Freedom 4,20 4. 09 - .11 Yes
Doing Challenging Work 2, 87 2.79 - .08 Yes
Ability to Make Own Decisions 3,90 3, 84 - .06 Yes
Adventurce and Excitement 2.49 2,43 ~ .06 Yes
Helping Other People 2.98 2.96 -.02 No
Learning As Much As One Can 2.94 ©2.92 - .02 No
Recognition and Status 2.86 2.87 - .01 No
Base (3001) (5520)
Scale:
Military - much more likely +1
Military - somewhat more likely +2
Either military or civilian +3
Civilian - somewhat more likely +4
Civilian - much more likely +5
PRI T T ! \

e e P R
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Relative to civilian tlife, the military improv. d regarding:
personal freedom, doing challenging work, ability to make

own decisions and adventure and excitetent,

The military lost ground relative to civilian life 1n terms

of: job security and making a lot of money.
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1.5 Kev Demcgraphics

Tables 1.3 - 1.5 profile the key demoeraphics of the Spring 1976

and Spring 1977 samples.

. Both samples are identical with respect to age and race,.
As in previous waves, the data weighting procedure, ex-
plained in Appendix III, eliminates any sampling differences
on these two variables by balancing the results of each wave

to known '"'military available' statistics,

° A higher percentage of Spring 1977 respondents is employed.
This is especiallv true with respect to full time employment.
As a result, fewer young men currently are looking for em-

ployvment.

. The percentage of respondents currently attending school
dropped from Spring to Sonring., This is true of reported high
school, vocational school and college attendance. At the
same time, more of the Spring 1977 respondents have gradu-
ated from high school, These findings suggest that more
young men are pursuing full-time employment following high

school graduation,
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TABLE 1,3

AGE AND RACE

Spring Spring
'7e 77
Age
l6 18.4 15,5
17 18,6 15.5
Iy 7.5 17.5
19 lv. 7 Lo, o
20 % 14,8
21 14.1 4,1
Race
White 85,2 85,2
Non-white 13,4 13,9
Refused 1,4 .9
Base (All R0<p<)n<1ents) (3001 (5520)
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TABLE 1,4 Page 34
EMPLOYMENT STATUS

Spring Spring Statisticai:
| 176 : ‘77 Change Significari
| % %

Employed (Qu. 3f,3g) 56.9 60, 2 +3.3 Ye:
I'ull time 29.3 32,0 2.7 Yes
Part time 27.7 28.0 + .3 No

Not Employed (Qu. 3h) 43,1 39.7 - 3.4 Yes
Looking for a job 28,5 27,2 - 1.3 No
Not looking 14.1 12,2 - 1.9 Yes
Not specified .5 .2 - .3 No

Base (All Respondents) (3001) - (5520)

TABLE 1.5

SCHOOLING STATUS

Spring Spring Statisticali.
‘76 77 Change Significa.s
Attend ing School (Qu, 3c¢) 64, 0 60.0 - 4,0 Yes
In high school 46,9 44,3 - 2.6 Yes
[h vocational school 1.9 1.2 - .7 Yes
In college 11,7 ’ 12,7 -2.0 Yes
Nut specified .5 1,8 R Yes
Not Attending School (Qu. 3d) Ju. 0 40.0 + 4.0 Yes
i
High school graduate 27,1 29,9 +2.8 Yes
Not high school graduate 8.9 10.0 t 1.1 No
Quality Index (Mean) 6.43 b, 29 - .14 Yes
Base (All Respondents) {3001) (5520)
—

M
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. As an additional means of demographically preiiling the sample,

a quality index is computed for each respondent. This index

is a composite measure based on self- reported grades, number

of math courses, and the inclusion of science courses in high

school curriculum. Respondent quality declined from Spring

1976 to Spring 1977. This decline was statistically significant,
This appears to reflect a significant shift in the mix of reported
high school curricula from Spring to Spring, Specifically, fewer
Spring 1977 respondents report being in (or having been in) a
college preparatory program. This decline is offset by an in-
crease in respondents who reported being in (or, having been in)
a vocational training program. These data are presented in the

tabulations: Volume II, pages 153 to 158,

The completion of the present wave provides a full year perspective for
both the Spring and Fall sampling periods. In past reports, it was suggested
that two variables -- full-time employment and high school graduate/not attending
school -- could reasonably explain the observed shifts in propensity. It was
reasoned that improvements in the civilian job market make a military career
less attractive to a young man for whom the military may have been his best op-
portunity for advancement in a poor economy, The Spring 1977 data continue to

support this hypothesis.

Propensity is examined in greater detail in Section V.,
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SECTION II

KEY RESULTS BY TRACKING AREA
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SECTION Ii

Performance Differences By Tracking Areas

The interviewing was conducted in 26 defined geographical areas referred
to as tracking areas, The tracking area approach localizes the information
derived from this investigation and thereby makes it possible for the individual
gervice recruiting commands to receive feedback with respect to their perfor-

mance within specific geographic areas,

In the first two waves of this study, the data were collected and reported
in terms of 13 geographical areas and the balance of the country. Beginning
with the Fall 1976 wave, the balance of the country was divided into 13 additional

tracking areas, creating 26 tracking areas in total,

This section is a discussion of key results by the 26 tracking areas. The
data are examined from two perspectives, The first looks at whether data from
individual tracking areas differ specifically from national levels. The second
focuses on Spring to Spring changes within the original 13 tracking areas relative
to corresponding Spring to Spring national changes. This perspective enables us
to determine whether observed changes within these individual tracking areas

are unique to the tracking areas or merely a reflection of a national occurence.

Aw -
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CHICAGO

Total U. S,

An example of computing the Spring to Spring difference in a particular
tracking area relative to the change in the total country is shown below using
positive propensity to serve in the Army in metropolitan Chicago (one of the

26 tracking areas in this study and one of the original 13),

Spring '77  Spring '76 Difference

8. 3% 16. 3% -8.0%

11.8% . 13. 1% -1.3%

Net Change (CHICAGO Difference minus

total U.S. Difference) - 6.7%

This exanple indicates that the change in Chicago in positive propensity

to serve in the Army was 6,7 percentage points worse than the corres-

ponding national change.

When this -6, 7% change is tested for statistical

significance, it is shown to be significant at the 95% level of confidence,

Relative to what has occurced nationally, the change in the Army's positive

propensity in metropolitan Chicago is significantly less favorable.,
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Table 2.1 to 2.13 summarize the key tracking area data. Iaterpre-

tation of these tables has been facilitated by the following system of notation:

° Percentages that are significantly different from the U, S,
average for a particular service are, , ,

° CIRCLED if the entry is lower than the U, S, average

° BOXED if the entry is higher than the U,S, average

Propensity to Serve

| The key measuare in this study is propensity to serve in the Armed
Forces, As in past reports, the reader is cdautioned against making any ab-
solute interpretations of the propensity data. The propensity measure is an
index of likelihood of entering military scrvice, Accordingly, the propensity
data should be interpreted in a relative sense (e.g., the indentification of
"high" versus "'low' tracking areas). There are various factors such as
time of entry, enlisted man versus officer status, and the rates of mental

and physical qualification that enter into any attempt to forecast accessions.

The propensity to serve scale needs to be calibrated for purposes

—— R G

of forecasting accessions to military service., Provision has been made to
accomplish the necessary calibration by determining conversion rates to

i accessions for each level of expressed propensity to serve.
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2.1 Positive Propensity by Tracking Area

Figures 2.1 - 2,7 graphically present the propensity data for active

duty services as well as the National Guard, Reserves and Coast Guard,

The overall rank order of the active duty services based on expressed
propensity levels has remained consistent across all four waves of this study.
Once again, the Air Force is highest (15, 7%), followed closely by the Navy

(15.2%). The Army (11.8%) is third and the Marine Corps {10. 7%) fourth.

The propensity to serve in the Reserves is 16, 6% and for the National
Guard the figure is 15.2%. Respondents who expressed positive propensity
to serve in the Rescrve Components also were asked which branches of the
Reserves and National Guard they would choose. The data are presented

in the tabulations: Volume II, pages 22 and 24; and Volume V, pages 22 and 24,
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Table 2,1 summarizes the propensity data for each of the services within

each of the 26 tracking areas. Relative to national averages, the following ex-

ceptions occur:

The propensity to serve in the Air Force is below the U.S. average
of 15, 7% in these tracking areas: Michigan/Indiana (11.5%),
Chicago (9.2"), Minnesota/Nebraska/North Dakota/South Dakota
(11.7%), Philadelphia (9.0%), and Wisconsin (11, 2%). Only one
tracking area -- New Mexico/Colorado (22.4%) is above the national

average.

The Army has cqual strength across all but four tracking areas,
Southern California (7.9%) and Kansas City /Oklahoma (7.4%) are
below the national average of 11, 8%. South Caroclina/Georgia

(17.6%) and ew Orleans (17.2%) are above this U.S. average.

The overall propensity to serve in the Marine Corps is 10, 7%,

Two tracking areas deviate from this average. These are South-

ern California (. 7%) and Wisconsin (6. 9%).
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4, Three tracking areas deviate from the Navy's national average of
15.2%. These are Ohio (9.9%) and Wisconsin (6.9%) which fall
below the national average and Alabama/Mississippi/Tennessee

(20.9%) which is significantly above the U,S, average.

5. The National Guard with a total U, S, average of 15,2% is signifi-

cantly below average in Ohio (10, 8%), Chicago (9. 3%), Southern
California (8.4%), Northern California (8.5%), and Philadelphia
(8.2%), Richmond/North Carolina (21.2%), South Carolina/
Georgia (21, 0%), and Arkansas (21.3%) are all above the U.,S,

average,

6. The propensity to scrve in the Reserves is 16.6%. Albany/
Duffalo (12, 0%), Ohio (11.5%), Chicago (10.9%), Southern
California (10.9%), and Philadelphia (11, 9%) are below average.
Two tracking areas are above the U, S, average, These are

Harrisburg (23.3%) and Florida {25, 07,).

7. The propensity tn serve in the Coast Guard is relatively low
in Ohio (6, 4%), Chicago (7.8%), Wisconsin (4.2%), and Kansas

City/Oklahoma (5. 7%).

r—
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An analysis of propensity changes by tracking area between Spring
1976 and Spring 1977 reveals a number of shifts that differ significantly from
the corresponding Spring to Spring national changes in propensity., Six of
these shifts have occured in metropolitan New York‘Cit:y where all but the Army
have appeared to experience significant increases in propensity during the last
vear. These shifts may be explained, in part, by the fact that beginning with the
Fall 1976 wave a new samnpling pracedure was used in the New York City track-

ing area, Spring to Spring shifts in propensity .itain this tracking area may be

a function of these demographic changes. With respect to other tracking areas,
the Air Force gained ground in Washington, D.C., while the Army lost ground
in Chicago and Southern California. The National Guard experienced 2 signi-
ficant drop in propensity in the Ohio tracking area. (Note: The gain or decline
shown in the second line of each row in Table 2.1 is the net difference after
subtracting the national Spring to Spring shift from the tracking area Spring to

Spring shift, illustrated on page 38.)
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These data indicate that several tracking arcas are relatively
weak with respect to propensity to join any of the military services. These
arcas are Ohio, Chicago, Southern California, Philadelphia, and Wisconsin,
Oon the other hand, the military tends to have particular appeal in southern
tracking arcas. These ohserved differences among tracking areas as well
as differences within tracking arcas from Spring ts Spring can be the
resuit of such factors ae domographics, econemics, acd military recruiting
efforts, Variables that are believed to influence propensity are examined

in detail in Sections [V and V,

2.2 Two Factors Mediating Between Expressed Propensily and Enlizt.
£ i P

et

Two impertant mediating factors between expressed propeasity tu
serve in the oiilitary and actual enlistment are expecited time of entry and
whether rthe youny man will enter as an enlisted man or as ao officer, Both
factors add further meaning to the propensity measure, A discussion of

these two factors folilows.

P R g i R

ta
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2.2.1 Expected Time of Entry Into Military Service

There appears to be a downward trend with respect to when a positive
propensity man expects to enter the active duty services. Near-term enlistment
intent has dropped from a high of 36% in Fall 1975 to around 30% in both Spring
1975 and Fall 1976 to the present level of 28%., The percentages of positive pro-
pensity men who say they will enter the service within the near future (within
two years), or within the more distant future (mort than two years), or who say
they do nct know when they will enlist have not changed from Spring to Spring.

If near-term enlistrnent intent is broken down into its components (i.e., within

six months, between six months and one year, more than one year but less than

two years), however, a significant shift in enlistment intent appears. Positive
propensity {nr men who say they will join the service within six months changes ‘
frorm 8.5% in Spring 1970 to 5.9% in Spring 1977, The two Spring samples do

not differ with respect to respondent age, As a result, this change in expected

time of entry should be interpreted as indicative of an attitudinal change.
Hence, propensity to enlist in the active duty services is "'softened'’” somewhat

by a postponement in the intended time of entry.
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Respondents with positive propensity for the National Guard/Reserves zlso
were asked when they expected to join these services. Compared to the Spring
1976 wave, near-term enlistment drops significantly (tc 19, 9% from 2¢. 3%,
This decline is offset by an increase in positive propensity respendents who say

%)

that thev do not know when they will enlist (to 48, 4%, from 35, 4%, Conwpared fo
the previous Fall 1976 wave, however, respondents are more certain about when
they will juin the Reserve Components. Both near-term and loag-term enligt-
ment intent pcrease significantly frem Fall 1976 to Spring 1577,

As Table 2.2 chows, there are several significant differences in the data

TRC 2
across tracking areas, Alabama/Mississippi/Tennessee and Deg Moines are
below the .S, average with respect to enlisting in the active duty services with-
in two years, Scuthern Cawunrnia is below average with respect to long-term
enlistment, while Des Mcines is above average. Both Boston and Albany/

Buffzlo fall below the 1J,S, average with respect to being uncertain about thune of

entry into the service,

Both Richmond/North Carslina and Kantucky have a below-average percent
of positive propensity youth who expect to join the Reserve Compeonents within
two years, The proportion of positive youth in Southern California who intend to
join the National Guard/Regerves in two or more years is significantly below the
U.S. average. Uncertainty about enlistment intent is below average in Boston

and above average in Albany/Buffalo,
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As stated in past reports of this study, any attempts to forecast rates
of accession must consider scveral factors. These are regional differences that
occur for both positive and negative propensity, expected time of entry, and

moental and physical disqualification rates,

2.2 Officer Versas Enlisted FEontry Expoctations

Table 2.3 shows the data for officer versus enlisted eatry cxpectations.
Az the table andicates, G, 9% of positive propensity youth expect to enter the
ciilitary as entisted en, This is a decline from the Spring 1474 figure of
T3.7%. The percent uithose with positive propensity who expect to enter the
service as offivers, howsver, remains uachanged., The balance of respondents
{5.7%, not shown in the Takle) do not know whether they would enter as enlisted

men or as officers. On a total U, S, basgis, the data do not show any shift from

the previous Fall 1974 wave.

Noew York City and Pittsburg have the lowest percentage of positive
propensity youth who expect to enter the military as enlisted men,  Just the
opposile s true of Ohio and Des Moines, With respect to expectations to
become niilitary officers, Michigan/indiana and Des Moines are below the national

Level, while New York City is above this average,
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Voarrisbare showed the only sienificant Spriog to Spring shift in these
Aot phae choviee i0 percentape of positive propensity vouay tuen who intend
Goenter thie servic e o as cadlsted men exncecdod the corresponding national change

e 1oLy ccrcentave poicta, A the satie thrme, the peroeantage fending to
! d

Gnler as offteers hidd aonet drop ol TS percentage polnts.,
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Academic Achievemert and Derived Quality Index

o~
.
)

A younyg recruit's success in the military is contingent, in part, on his
mental abilities. As in past waves of this study, the relative mental quality of

positive propensity respondents is determined by asking himm to report several

arcas of academic information -~ high school grades, high school education
program, mathematics courses taken and passed in high school, :nd science
Courses covering electricity and/or electronics tuken and successtully passed
in high school, A gquality index rvarnboer is commpured for cach rosnondent based
on his responses to these questions,  High scheol education program (i, e.,
college preparatory, conuniercial business, and vocaticnal) s not used in de-
veloping this index, since it is difficult to assign scaler values to this factor.
The index ranges from a low score of 1t a high score of 10, Table 2.4 ex-

pliins the derivation of the guddity index,

Fable 2.4

{Nwnber of Math Courses (Science Courses in

(High School Grades) in High School) ___ High School)
\Voiadue Value Value

A's ¢ B's 3 None ] Yes 2
s a ('s 2 One 2 Sio, Nat

. N Specified 1
C's oond Beloow 1 Two 3
Not Specitied 0 Three 4

Four 5

o

Not Specified
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The quality index data are reported in Table 2.5, The national quality index
value is 0. 29, down significantly from Spring 197t (6,41) and from Fall 1976
(b, 3u). lievels of quality index show a rcegiunal pattern. Quality index values are

below average in several southern tracking areas: Florida, Alabama/Mississippi/

Tennessee, Richimond/North Carolina, New Orleans, and Kentucky. On the other
hand, quality index values are above the U.S, average in these eastern tracking
areas: New York City, Albany/Buffalo, Washington, D,C., and Boston. The
quality index value in Southern California increased significantly from Spring to
Spring. New York City declined significaritly on this measure during this time
period, This decline is believed to be a reflection in the change in sampling pro-

cedure in this tracking area.

As Table 2.4 shows, the number of math courses taken and passed is an im-
portant cornponent of the quality index. Table 2.6 shows that east coast tracking
areas are superior to other arcas in terms of the number of math courses re-

ported taken and passed, Just the opposite is true of southern tracking areas.

While the high school curriculum docs not figure directly into the derivation
of the quality index, it contributes to an understanding of the propensity measure.
For example, younp men enrolled in college preparatory courses are probably
less likely than the average high school student to be inclined to pursue a mili-
tary career, since students who have actually attended college are known to be

disinclined toward enlistment (see Table 5. 2, page 139).
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Table 2,7 shows that the 206 tracking areas differ widely with respect to high
school education programs. Respondents in the east coast tracking areas and
in Southern California are more likely than their counterpartsin other areas of
the country to have had a college preparatory program in high school., Respon-
dents in the midwest and in at least one southern tracking area are more likely

to have had a vocational program,

A more detailed documentation of academic achievement, including quality

index values, is available in Vol, 2, pages 153 to 158 of the supplementary do-

cumeants to this report,
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2.4 Recalled Recruiter Contact

Table 2.8 shows the level of recalled recent recruiter contact (past 5
to 6 months) for the total national sample and for each of the 26 tracking areas,
Nationally, 25.9% of the sample report having had coantac: with a military re-
cruiter within the past five to six months, New York City and Boston fall below
this national average, Des Noihes, Wisconsin and Kansas City/OCklahoma are
significantly above the average. There are no significant Spring to Spring

changes in this measure relative to national changes.
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N

. Adequacy of Information Received From the Recruiter

Table 2,9 shows the percent of respondents who felt that they

received inadequate intormation from the various scervices. As in the past,

adequacy of informatinon is defined in gquantitative termis, Specifically,
cach respondent who reported having had recruiter contact was asked

whether he felf that the informarion provided was o . . . .

. AL the information vou wanted
[ Noast oo o
] Very ottt

inadoequate information was defined Ly A resporse of Cvery Little 7,

O nationad b s, ol e et v Aaty service s do reasorabiy

well, At worst, oy snc - esis respondents telt thar the conracting servioes

Ard not procide evionaho oot o D he A e e laes shichriv botrer o hay
the e r fhree servioes o vl regard,

With respoct b v acl =ervice, the tlbowing oo lbasions can be
drawn:

1. Fhe Axr Foorce does consistently well in cveryv fracking

arcicand capecially well oo the A abama/ Nississipm

Tennessec trackingy arca. O o Sorine ta anrine basis,
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the level S dissatisfaction with the amount of informatiom

received from recruiters increased significantly in Albaun,

.
Butiul.,
’ . Tets i 1ot ‘re the bst pleased with the @
o Respondenis i boston woere the most pleasead with tne o
Mmation roceiverd from Arogy recruaiters. Raspondents in
Richmond/Morts Caradina were the least pleased,
3. Vhe Moaprree O orpst intormation progran s cspoeoially oo
o Wasaieot o, Do, Florida, Richimowd/ Norvh Coar 1
avd FMoenito by, oo lewvel oy L tienaee o,
sivaiticantly i Ao Haifal L Nipoes S e b rassa
Dakota =outt, Doakota, and Socthern Calitoroia tr oo Sor
10
i, Plicre fm gk Jeo b o samsiac oo with thie Navy ' s
D

o aat o proaorane in o virlvally cvery trackins ares,
s daldly e D eas aond P tshaye

aiark o < oath Car oo Gooorgaa,
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2.6 Other Activities Concerning Enlistment

The study has examined in all four waves variocus behaviors related
to seeking information about the military., Each respondent is asked whether
or not he has undertaken a series of information seeking activities duriug the
last six months, The data are summarized in Table 2,10 in terms of the

percent of youth who say that they have undertaken a particular activity,

Enlistment-orieated activities are preseated below in descending
order »f mention for the total ULS, sample, There have boeen no inajor

shifts in these behaviors since the first wave of the study,

) Talked with friends in or out of service 38, 6%
® Taiked with one or both parents 34, 3%
® Taken antitade test ia high school given by !
Armed Services 18, 5%
» Talked with wife/girifriend 1T. 9%
. Talked with tecacher or guidanc: conpseiar L2, W%
. Asked for informatinn by mail 12, 0%
» Physically nr merntally tested at military
cxamining station 4. 5%,
. Made toll-free call to get information 3, 4%
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There are some differences across tracking areas with respect
to seeking information about the military., New York respondents were
somewhat less likely than youth in other areas of the country to seek in-
formation about enlistment., On the other hand, Florida youth were some-

what more likely to have sought information,

On a Spring to Spring basis, New York City increased in vir-
tually every area. This may reflect the change in the sampling procedure
in this tracking area. Albany/Buffalo increased in one area: talked with
teacher or guidance counselor, Florida increased significantly in three
‘areas: talked with friends in or out of service, talked with teacher or
guidance counselor, and physically or meatally tested at military examining
\ station. Alabama/Mississippi/Tenncssee dropped significantly in one area:
talked with one or hoth parents, Michigan/indiana experienced a significant

Spring-to-Spring increase wun respect to tatked with wife/girlfriend.
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2.7 Knowledge of Monthlyj Enlisted Starting Pay

Respondents in each wave of the study have been asked to provide
unaided their best estimates of monthly enlisted starting pay before taxes.
For tabulation purposes, the estimates of starting pay are coded by $50 in-

tervals.

Estimates of monthly starting pay are presented in Table 2,11
in terms of the percentage of respondents who were not able to make an es-
timate and the mean monthly dollar value of starting pay for those respon-

~dents who made an estimate,

The percentage of respondents who could not make an estimate is
49.6% for the nation as a whole. This figure is significantly higher than the
corresponding figures for the three preceding waves: 41.6% (Fall 1975),
46, 4% (Spring 1976), and 43, 9% (Fall 1976). The proportion of respondents

not able ta make an estimate is particularly low in Ohio,

The average estimate of starting pay for the total U, S, sample is

$381, very close to the actual figure of $374, Twelve of the 26 tracking
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areas ranged from $12 to $53 above the U.S, average and nine of the areas
ranged from $7 to $56 below the U.S. average. The latter tracking areas repre-
sent geographical areas in which marketing communications could be implemented
to alter perceptions of monthly enlisted starting pay. Only five tracking areas
are on par withthe U.S, average. These are Chicago, Washington, D.C,,

Richmond/North Carolina, Arkansas, and Kentucky.

The relationship between starting pay and propensity to serve is

examined in more detail in Section IV,
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2, 8 Perceived Difficulty of Obtaining A Full Time Job

I.abor market factors can be expected to have an effect on enlist-
ment, Unemployment rates typically vary from region-to-region and for men
of ditferent ages, and people’s impressions of the job market may have a
creater role in carcer choice than the actual labor situation, In the survey
respondents regnlarly have been asked how difficult they felt it was to get
a fall time job,

Uable 2012 snimmarizes young men's perceptions of the market for

full tirme jobs,  Nationwide, 39,37 of the sample felt that £ a person their

ape cettine a full time job in their arca was very difficult or almost im-

Cand AT T felt rhat it was somewhat difficulr v oot difficult at all,

pooasibile

Vany traceicg areas depart in one dircection or the other from the national '
averdaves, Generally, thaose arcas in which nore respondents felt that a job .
was cery Adifionttcalioos impossible to get are located in castern or mid-

westerns urban recions, caoe., New York City, Albany/Buffalo, Harrisbuarg, ,

Ohin. In Des Maoines, Wisconsin, Washington/Oreeon, and Kansas City/

Ciklatoma, more individaals telt that cotting a fall time job was only =ome-

what difficalt or not ditficoclt at all.
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SECTION III -
Trends By Tracking Area

This section examines Spring to Spring changes within tracking
areas with respect to two key arecas of interest: positive propensity and
recalled recent recruiter contact, In Section II shifts in these two factors
were viewed relative to national changes. In this section, these changes
are examined exclusive of the corrcsponding national changes,
3.1 Changes in Propensity

From Spring 1976 to Spring 1977 therc have been very few
significant changes in propcasity within tracking areas. Tables 3.1 to
3.4 present the Spring 1976 and Spring 1977 propensity fignres for each
of the original 13 tracking arecas with respect to each service.

ot R a4 w3 8 R4 L - e T e R SRR S
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The following observations can be made from Tables 3.1 tn 3,4,

1. Positive propeunsity for the Air Force increased significantly
from Spring 1976 to Spring 1977 in New York City and
declined significantly in Texas. The increase in New York
City may reflect the difference in sampling between the

two waves, This difference was discussed in Section II,

2. The proportion of voung men who indicated that they would
be tikely to join the Army dropped significantly in Chicago

and Southern California.

3. Positive propeasity for the Marine Corps remained unchanged

in each of the original 13 tracking areas from Spring 1976

to Soring 1977,

4, Posgitive propensity for the Mavy increased significantly
in New York City, As in the case of the Air Force, this
may reflect the change in the sampling procedure in this

tracking area. During the same time period, the Navy

lost ground in Ohio,
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New York City
Albanyv /Buffalo
Harrishure
Washington, D.C,

Florida

Alabama/Mississippi

Ohio
Michigan/Indiana

Chicago

Ninnesota/Nebraska/

North Dakota/
South Dakota

Texas

Scuthern California

Northern California

TABLE 3.1

CHANGE IN POSITIVE PROPENSITY
FOR THE AIR FORCE
BY TRACKING AREA

Spring '76

%
10.3
16,7
16,4
14,7
18.8
22.0
17.8

15.4

12.4

14.1

22.9

20.3

16.9

Spring '77

%
20.3
14.3
14,8
21,3
19.9
19.3
14,1
11.5

9.2

11.7
14,3
16,5

16,6

Change

+10.7

Page 92

Statistically
Significant

Yes

No

Yes

No
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TABLE 3,2
CHANGE IN POSITIVE PROPENSITY
FOR THE ARMY
BY TRACKING AREA
Statistically
Spring '76 Spring '77 Change Significant
o 2o
New York City 8.2 10.8 +2.6 No
Albany /Buffalo 10.1 10.8 + .6 No
Harrisburg 14.0 13,7 - .3 No
Washington, D.C, 14,3 14.5 + .2 No
Florida 15.7 14.7 -1.0 No
Alabama/Mississippi 21.5 14,1 -7.4 No
Ohio 11.9 11.2 - .7 No
Michigan/Indiana 12.8 9.3 -3.5 No
Chicago 16.3 8.3 -8.0 Yes
Minnesota/Nebraska/

North Dakota/

South Dakota 13.2 10.2 -3.0 No
Texas 17.1 12.6 -4.5 No
Southe rn California 15,4 7.9 -7.5 Yes
Northern California 10,7 9.7 -1.0 No

c——
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New York City
Albany /Buffalo
Harrisburg
Washington, D.C,
Florida
AIabama/Mississippi
Ohio
Michigan/Indiana
Chicago
Minnesota/Nebraska/

North Dakota/

South Dakota
Texas

Southern California

Northern California

L e PE—T

CHANGE IN POSITIVE PROPENSITY

TABLE 3,3

FOR THE MARINE CORPS
BY TRACKING AREA

Spring '76 Spring '77
Do i/
7.3 11,1
9.7 8.8
10,7 13.8
12,1 12.6
14,5 11.5
13.4 14.3
11.9 9.0
14.1 9.5
9.4 8.1
9.6 8.2
18.8 15,2
12,5 6.7
10.1 8.0

e

Change

+3.8
- .9
+3.1
+ .5
-3.0
+.9
-2.9
-4.6

-1.3

"104
-3.6

-5.8

Page 94

Statistically
Significant

No

No

No

No

No

AT e R AR By ¢ s gl TN TR S
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New York City
Albany /Buffalo
Harrisburg
Washington, D.C.
Florida
Alal;ama/Mississippi
Ohio
Michigan/Indiana
Chicago
Minnesota/Nebraska/

North Dakota/

South Dakota
Texas

Southern California

Northern California

CHANGE IN POSITIVE PROPENSITY

BY TRACKING AREA

Spring '76
iz

TABLE 3.4

FOR THE NAVY

—L

9

11,

19.

15.

19.

18,

18.

18,

12.

11.

22.

17.

14,

.

8

5

"%
19,
16.
16.
17.
14,
20,
9.

11,

13,

11.
14.
18.

17,

1

0

0

Change

+10.

4.

0

2

Statigtically

Yes
No
No

No
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3.2 Recent Recruiter Contact

As Table 3.5 indicates, the proportion of young men who recall
having had recruiter contact within the past five to six months did not

change within any of the 13 tracking areas from Spring 1976 to Spring 1977,

e e s v AR A‘v'u' -~
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TABLE 3.5

CHANGE IN RECENT RECRUITER CONTACT

New York City
Albany/Buffalo
Ilarrisbhurg
Washington, D.C.
Florida
Alabama /Mississippi
Ohio
Michigan/Indiana
Chicago
Minnesota/Nebraska/
North Dakota/
South Dakota
Texas

Southern California

Northern California

Source: Qu. 8a

BY TRACKING AREA

Spring 176 Spring '77
T %o
13.4 20.1
22.5 27.8
22.5 22.7
24.5 27.3
23.0 22.2
27.2 22.7
21.6 23.1
28.8 26,9
27.17 29,6
27.6 27.8
20,6 25.4
23.5 24. 10
22,6 25.7

Change

+6,7
+5.3

+ .2

+1.9

+4. 8
+1.1

+3.1

Statistically
Significant




1

—— D

MARKET RACTS

SECTION 1Iv

JOB ATTRIBUTES, LIFE GOALS,
ADVER TISING RECALL, PAY AND INFLUENCERS
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[#7]

LCTION IV

In the study varicus factors are agsessed which may affect a
young man's decision to join the military, While all the variables are
measured in terms of respondents’ perceptions, some tend to be basi-
cally psychological, i.e. an individual's life goals, and the importance
of various job attributes in deciding upon a career. Others are pro-
ducts of military information programe, namely, knowledge of stariing
pay in the military, and awareness of advertising for the various ser-

vices, A third set of factors consists of imporiant persons who may

influence the decizion o enter the military,

4.1 The Importance cf Job Attributes

Starting in Spring 1970 resprndents have been asked to rate the

et
o
L]
P
e
-t
-
>
[0
[

impertance of Ui differvent job atl te toiowing 5-potnt rating

scale has been used each vear:
1 = Extremely imporiant
2 = Verv iynporiant

3 = Fawrly important

o
1

Not important a2t all

& Don't know/No answer
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Table 4.1 presents the average ratings of the job attributes
separately for individuals with positive and negative propensity for o1l
four active duty services combined, DBoth groups rate all the attributes
as at least somewhat important. Consistent with the findings of past

years the most important attributes include:

-- Teaches you a valuable trade or skill
-- P’rovides good benefits for you and vour family
-- Cives you an opportunity to better your iife

-- ives vou the job you want

The job atfributes rated least important have also been consistent
over the past three surveys:

r

-- {rains you for leadership

-~ [las wther men you would like to work with

-- Allows you to see many different countries of the world
While the differences between the individual ratinge of attributes are often
small and shouid be interpreted cautiously, the relative rank of the attri-
butes has been notably stable, Most young men scem to value more
highly career-related benefits (learning a trade, providing for family, op-
portunity to better life) than the personal or social aspects of a job (leader-

ship, comradery, travel),
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TABLE 4.1

RELATIVE IMPORTANCE OF JOB ATTRIBUTES
RELATED TO POSTIVE AND NEGATIVE PROPENSITY GROUPS
ALL FOUR ACTIVE DUTY SERVICES COMBINED#*

Positive Negative
Propensity Propensity
Average Average

Importance Rank Importance Rank

Attribute:

Teaches you a valuable trade

or skill 1,79 1 2,11 1

Provides goo:! bhenetits for

vou aod your lamily BT, 2 2,08 T
(Gives you an oRpurinniiy

Lo belier vaon fize t, 50 ) 2,20 8
Gaves you b vt PSR e | .2 4 2.20 10
Is a rareer vou can be proud ot 1.97 5 2. 41 ¢
Trays well to stas 2,07 ) 2,27 11
Gives vou o job avhicic s

chaleaving 2. 11 7 z,32 5
Helps you gt o colivge cducation

while vou serve 2.1 8 2.35 4
Trerains you for leadershapn 2,23 9 2,55 3
Has other men yvou wouid Uke

to work with 2. 56 10 2.81 9
Allows vou to see many different

countries of the worid 2,67 11 2,90 2

* A grraiter value mieans greater perceived importance.

"Source: Question bHa,
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Positive propensity and negative propensity individuals are
largely in agreement about which job atiritutes are more important. How-
ever, some differences between the two groups are noticeable. The positive
pPreopensity group felt that every attribute was more important on the average
than did the negative propensity gr.o.x-l.p. For the third consecutive wave,
positive prepensity individuals rated learning a trade slightly higher than
benefits for self or family, whereas, on ecach survey, the negative propen-
sity group has reversed this crder. Taking pride in one's career has also
been rated as more important by positive propensity respundents than by
regative propensity persons on all three surveys, Those with a negative
propensity for entering the niuilitary have consistently valued good starting

pav more hagnly,

4,2 Rating of Military oa Joo Aftribules

Dees the mitlivary nrovide an opportunity for attaining these valued
; i T2
career objectives . i"oilivwing the imp riavce vatings, respondeunts were
) £ % 89,

agked whether these job atlributes characterized any military service,

The younp men in the sample genrerally felt that every job attribute
cowid be found in the military. The data range from 95 percent of the re-
spondente in the positive propensity group who felt that the military teaches
you a valuable trade or ckill to 58 percent of the negative propensity re-
spondents who believed that the military pays well to start, With respect
to rank ordering of the atiributes, posilive propensity respondents differ

from negative propensity respondents on two attributes: ''Is a career you
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can be proud of "' (ranked higher by positive propensity respondents)

"Helps you get a college education while you serve' (ranked lowe r by

positive propensity respondents).

Not suprisingly, a greater proportion of positive propensity than
negative propensity men felt that the attributes were attainable in the

Armed Services. The data are presented in Table 4.2,
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For an attribute to help attract prospects to eni: i, it must be

both important and perceived as attainable in the military. Hence, av

attribute's rank in importance and rank in attainability, considered to-

gether, mav be particularly informative.

A comparison for the positive

propensitv group of an attribute's rank in Table 4.1 with its rank in

Table 4.2 is illustrated below.

tainability,

itelativelv
Important

Relatively
I.ess Important

Qelatively Kasy
To Attain

Only two of the 11 attributes ranked in

the top half in importance are also amony the top half in perceived at-

Relatively Hard
To Attain

'eaches yvaluable
trade

Carecr vou can be
proud of

Good benefits
for vou and vour
family

Job vou want

Cppuertunity to
better yur life

Challengire job

Opportunity to
travel

Trains for
leadership

NMen vou would
like to work with

Pays well to
start

Helps you get a
cullege education
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TABLE 4.2

ATTAINABILITY OF JOB ATTRIBUTES IN THE MILITARY
RELATED TO POSITIVE AND NEGATIVE PROPENSITY GROUPS
ALL FOUR ACTIVE DUTY SERVICES COMBINED

Positive Negative
Propensity Propensity
% Rank %o Rank
Attribute:

Teaches you a valuable trade or

skill 94, 9 1 %9.0 1
Is a career you can be proud of 93.1 2.5 w1, 4 6
Allows vou to see many different

countries of the world 93,1 2.5 BR, o 2
Gives you a job which is challenging 91.8 4 82,0 5
Trains you for leadership 90. 4 5 83,3 3
Gives vou an opportunity to better

your life 89.7 6 77.4 8
Helps you get a coliege education

while you serve 88,1 7 3.2 4
Provides good benetits for you and

your family 86,7 b 7.7 7
Gives you the job you want R2, 4 9 65, 6 10
Has other men you would like to

work with 81.9 10 ©9.7 9
Pays well to start 76.3 11 58.0 11

Source: Question &b,
S e DN e A U Yo, A W s e Tee A [ S
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""Teaches you a valuable trade or skill' was ranked highest in
importance and attainability. Clearly this dimension is a strong point
in the military recruiting effort. However, three important attributes
-- "Gives you the job you want,'' "Opportunity to better your life,"
""Good benefits for you and your family" -- were viewed as relatively
hard to attain in the military. These areas represent recruiting op-

portunities.

This pattern in the evaluation of job attributes among positive
propensity youth has now appeared in the surveys of Spring and Fall

1976 and Spring 1977.

The same job attribute analysis appears below for negative pro-

pensity respondents. Only one of the 11 attributes is ranked high on

both importance and perceived attainability in the military -~ '""Teaches

vou a valuable trade or skill, "

Relatively Easy Relatively Hard
To Attain To Attain
Teaches valuable trade Good benefits for you

and your family

Job you want

Relatively
Important Opportunity to better
your life
Pays well to start
Challenging job Men you woulad like to
Relatively Opportunity to travel work with
Less Important Trains for leadership Career you can be

proud of
Helps you get a college
education
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The pattern in the evaluation of job attributes among negative
propensity respondents is comparable to that of their positive propensity
counterparts, but with several exceptions, Both propensity groups per-
ceive ""Pays well to start'' to be relatively hard to attain in the military.
However, the negative propensity respondents attach more importance to
pay than do positive propensity youth, Both groups attach relatively lower
value to '""Helps you get a college education'', but differ in their percep-
tions of its attainability in the military. Finally, in sharp contrast to
positive propensity respondents, negative propensity youth ranked "[s a
career you can be proud of'" both low in importance and perceived

attainability.

P S WK 2= B e
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4,3 Ratings of Specific Services

Respondents also rated e¢ach job attribute in terrns of the
specific service which most characterized it. This evaluation

shows the image each service has for young American men.

F'rom the digplay in Table 4. 3 it is apparent that particular
job attributes are not exclusively associated with individual sev-
vices., In no case did 50 percent of the respondents associate an

atiribute with one service.

While the associations tend not to be strony, the fnllowin
L 4

patterns emcrge:

1. Jhe Air Force is characterized by more zttributes in
the eves of respondents than other services, It is
particularly associated with "Teaches vou a valuable
trade or skill,” "Gives yoit a job which s challenping, "
"Ghives you an opporlunity to hetter your life,! and "I«
a career you can be proud of.'" The Air Force does not

receive markedly low associations on any attribute.

2. The Army is not associated with any of the attributes to
any great degree. ''Helps you get a college education
while you serve'' is the attribute most often identified

with the Army,
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TABLE 4.3
PERCENT INDICATING FOR WHICH SERVICES EACH ATTRIBUTE
IS MOST TRUE
None/
, Air Marine Coast Don't
Force Army Corps Navy Guard Know
i % P % % %o
Attribute
Gives you an opportunity to
better your life 25, % 14,0 12,7 15,4 3.3 26,6
Trains you for leadership 14,9 20,9 30.4 10,9 2.1 20,6
Teaches you a valuable
trade or skill 30, 22,9 9.8 17,3 2. % i6. 4
Helps you pet a collewe
cducation while vou serve 25,2 25,9 .3 15, % 2.5 22.3 H
Allows you to see n.any
different (ountries of the
world 17,4 14,2 T 16,0 1.9 13, %
Frovides good benefits for
you and your family 22.9 22,1 9.4 15,5 3.1 26,7 ’
Is a career you can he
proud of 26,7 1.4 16,7 1=.7 3.9 15.¢
Has other nien you would
like to work with 20,1 17.0 11, % 14,1 3.7 31.3
Gives you a :oh you want 24,1 17.4 7.3 14,4 2, = 34,7
Gives you a job which is
challenging 27,4 | Is, v 13,4 3,2 19.¢
Pays well to start 21,0 15.9 kot 11,2 2.4 42,9

Base: All Respondents

Source: Question tc,
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The Marine Corps is strcngly associated with "Trains

you for leadership.' Other attributes with moderate asso-
ciations with the Marine Corps are ''Is a career you can be
proud of'" and "Gives you a job which is challenging.'" On
the remaining eight attributes, however, the Marine
Corps is mentioned less frequently than any other major

service.

The Navy is associated with '""Allows you to see many dif-
ferent countries' by more respondents than any other
major service., It is the most frequent association found

in Table 4. 3.

These patterns of assuciation were detected, for the most part, in

the previous surveys.
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4.4 Achievability of Life Goals

Life goals are a broader concept than job attributes, Whether
life goals or values are consistent with the military profession pre-
sumably will affect a young man's decision to enlist. In addition, these
values may determine the advice he gives to friends, or seeks from

others,

As in past waves, respondents were provided with a list of 12
life goals and asked to rate whether each was more likely to be
achieved in the military or in a civilian job. Ratings were made on the

following 5-point scale:

Scale Value

+1 = Much more likely in military service

+2 = Somewhat more likely in military service
+3 = Either military or civilian

+4 = Somewhat more likely in a civilian job

+5 = Much more likely in a civilian job

Table 4.4 presents the average ratings for the positive and
negative propensity groups. Results are generally in line with findings

from past waves.
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TABLE 4,4

ACHIEVABILITY OF LIFE GoaLs IN THE MILITARY RELATED TO POSITIVE AND

NEGATIVE PROPENSITY GROUPS
ALL FOUR ACTIVE DUTY SERVICES COMBINED

Positive
Propensity
Mean
Life Goal: -s-g-?ﬁ Rank
Adventure ang excitement 2.06 )
Job security 2,23 2
Doing challenging work 2,32 3
Learning as much as you can 2.40 4
Developing your potential 2,45 5
Recognition and status 2.49 6
Working for a better socjety 2,63 ?
Helping other people 2.66 8
Having the respect of friends 2.67 9
Making a lot of money 3.47 10
Being able to make your own decisions on the job 3.57 11
Personal freedom 3.81 12

Source: Question 11

Negative
Propensity

Mean

Scorex Raak
2.59 1
2.62 2
3.00 3
3.14 6
3.22 8
3.03 4
3.20 7
3. 10 5
3.23 9
4.09 11
3.96 10
4.21 12

* The lower the score, the better the rating for the military, The scale is explained at the beginning

of Section 4, 4,
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Both positive and negative propensity men see a military

career as cnabling:

° Adventure and excitement
. Job security

whereas a civilian carecr better allows a person to achieve:

. Personal {reedom
° Being able to make your own decisions on the job
° Making a lot of money

As might be expected, the positive propensity group gives
the military bhetter marks on all 12 life goals than does the

negative propensity group.

The greatest difference between the positive and negative
propensity groups appears on ''Developing your potential"
where the positive group sees this goal as much more
achievable in the military. The smallest differences be-
tween the groups are on '""Job security,' '"Being able to
make your own decisions' and '""Personal freedom.' Both
groups see the milit. ry as providing more security, and
both groups see civilian jobs as fostering more freedom

and individual decision-making.
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TABLE 4.5
BRANCH OF SERVICE NAMED IN RESPONSE TO "ARMED SERVICES"
Percent of Respondents Who Mentioned
Specific Services

All

All Other Mentions

Service Mentioned First Mention Second Mention Mentions Combined

WO (70 20 70
Army 36.0 20.0 13.6 69. 6
Air Force 24.1 20,6 16.8 61,5
Navy 20.2 31.1 17.1 68,4
Marine Corps 13,6 16.8 17.7 48.1
Coast Guard 1.6 2.4 6.1 10.1
None/No Arswer 4,5 9.2 44,6 58,3
Source: Qu. 4a, 4b
| e . It A S GO S WO BN A i T A

i : ' ) .
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Table 4. 6 presents the relationship between "top-of-mind"
awareness (first association) of each service and propensity. There is
a clear association between these two measures. Men with a positive
propensity for a given service tend to initially associate the concept
"Armed Services'' or "military'' with that service. The circled values
in Table 4. 6 highlight this association. Hence, the "‘top-of-mind"
awareness measure appears to be a good advertising related tracking

indicator of positive propensity for specific services.
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4.6 Advertising Content Recall

In past waves respondents' ability to ideatify various adver-
tising copy points was assessed, Findings from these earlier studies

indicate that correct recognition of copy points was relatively low.

o Crane . ‘s
ae Sprieg 1977 survey did not present advertising copy for

recognitivn; rather, respondents were asked to report everything

they remembered about advertising for a specific service. While

this guestion format is a more difficult task for individuals, il redoces

guessing. The answers were coded into a set of categories and the re-

sults are shown in Table 4,7. Sewveral conclusinnsg cai be drawun:

1. Approxirmately one-hal{ of the respondsnts reportad i
that they had seen or heard advertizing for the ser- l

viceg, The Army (34%) and Navy {5%.4%) advertising
received highest recall, Hawever, only about one-

half of these same individuals were able tu recall

any specific advertising content.

2. Young men who could recall something about service
advertising most often remembered inforimation about

learning a trade and job opportunities. These copy
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TABLE 4.7

RECALL OF ADVERTISING FOR INDIVIDUAL SERVICES

Air Force A rmy Marine Corps Navy
Have Seen/Heard Advertising: Recall Content 49,3 56.90 52,1 55. 4
/'\ Rt}

Teaching/learning a trade 5,8 6.1 2.9

.'&/
o -

;
Opportunities 5.9 3.1 5.

N
Variety of jobs 2.1 3.3 L, 2 1. {

Men with eguipment @ 1.4 1.6 3.4

Fauioment without maen 1.9 ) e ion
Men in treining ] 2.5 2.7 7
Men {0 ustorm LU 1.2 PN i3
N with v - Wi 2 -
Nenowirh flag - - '
) A [ .\ ',"\‘
Want vea to qoin/onlist E) L !} 2.3 {L,O}
\’/ \\‘/_I.
Educatiunal henefits 3.3 4.3 [ 22
[ ravel/sce the country world 2.5 3.6 1, - -vl_‘. }
w
Coondd pay/ 2ond Stavting pay 1,5 2.4 LR 1
TN
Slogans .8 3 Y L5
\,"
Adverntur.: .7 .3 .t 2. <
Fun/recreation .4 .3 .5 oo
Praised scrvice .4 5 .7
Other benefits (. g, , health) 1.9 2. 1,2 ]
Other t:iscellaneuus mentions 4, 7 6.2 (I Tt
Don't recall content 249, 4 30,8 28 20,3
Have Not Seen/Heard Advertising 50, 7 4.0 7.9 i3.6
Base" (1571} (1838 (%11 (sl n

#* The ruduced bases roflect the fact that cach respondent was asked the advertisicg question for only
threc of six services.

The circled entries reflect those items mentioned more frequently for each service, No statistical
significance is implied.
S e ST 3o A i T B e o e e
1

o ~S.......
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points were commonly rnentioned across services,

Mention of these co oints, however, was slightly
, ghtly

lower for the Marine Corps than it was for the other

services,

3. Advertising niessages primarily urging enlistment
wero atve recalled, especially in advevtis:neots by
the & romy and MNavy,

£, Pecall of advertising of a specilic sort was cleariv
finked with services io two tosia: Lravel contanw
wasg recalled relatively often for Navy advertisemants,
and Marine Corps slogans were particulariy meniorabie,
(i those recaliing a Marine slogan, &% percent remema
Laraed that the "Marines were lookiay for 4 few good
mien, !’ Neither of the two other slogans reczatled au-
proached this level of recall (sece tabuiatices: Volume
1. page 56),

5. Fewer than five percent of respondents recalled ad-

vertiging by any of the active services abus pay,

When an individual did recall advertising by a specific service,
he was asked how meaningful the advertising was to him. Ratings were

made on a four-point scale aand the results appear in Table 4, &,
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TABLE 4.8

PERSONAI. REACTIONS 10O ADVERTISING

ABOUT SPECIFIC ACTIVE SERVICES

Percent Who Beliuvve
Advertising to Be

Page 121

Sample

Service "Very' /U"Somewhat! Meauiagful Average Rating* Rase

Air Force 51, 9% 2.53 363
" Army 45, 5% 2, 6i did

Mavrine Corps 15, 8% 2,64 394

Navy 48, 0% 2.53 310
#* Scale Value:
+1 = Advertising Very Mecaningful
+2 = Advertising Somewhat Meaningful
+3 = Advertising Not Very Meaningful
+4 = Advertising Not At All Meaningful

Source: Qu. Te

1] bt e o e e THEE A
N— G o R A RRRNTAS
!
-
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Advertising by all services was rated on the average between "Somewhat
meaningful"” and "'Not very meaningful,'" There are no differences

among the services on this measure,

. . ceemm i . . Lt e e AR VR A Sy —e—— =
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4,7 Starting Pay

In the past three waves of the survey, the respondents have
been asked to estimate the starting monthly pay for an enlisted man
in the military. The level of military starting pay estimated by the

Spring 1977 sample is presented in Table 4.9,

Over time, perceptions of starting pay have gradually increased
in magnitude. The average estimate in Fall 1976 was $374, the actual
level of starting pay at that time, In Spring 1977 the averape estimate

is $381.

important to understanding how young toen peroeive military
starting pay is the fact that 49. 6% have no aaswer or wndicated that
they did not know in response to this question, Oualy 34 of the somnie
woere able to guess within $100 in either direction of the acteal 1eved
af pay. While the same may be true of other protfessions, it appuars
that the clear majority of young men between 16 and 21 are poorly
inforined about starting pay in the military. These data are presented

in the tabulations: Volume 1, pages 1206 to 127,

A phenomenon noticed in previous waves reappears in Table
4.9, The positive propeunsity group gives lower cstimates of starting
pay than does the negative propeasity group. In preceding reports it
has been suggested that positive propensity individuals tend to have
lower salary expectations because they are drawn from more modest

socio-economic backgrounds than negative propensity individuals,
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ESTIMATE OF STARTING

TABLE

4.9

BY POSITIVE AND NEGATIVE PROPENSITY GROUPS

Positive Negative Difference
Propensity Propensity (Positive minus Negative]
Anv Sorvice $3640 $387 ~521
Air Force 4368 $384 -%16
Army $367 5383 -84
Marine Corps $37C $382 -%12
Navy $374 $382 -5 8
Total Samyle $381
Source: Question 10a
S

o= n—
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An aralysis to support this reasoning appears in Table 4.10,
Using father's education as an index of socio-economic back ground,
a clear relationship appears between father's educational attainment
and a respondent's estimate of starting pay. When their fathers have
had at least some education beyond high school, the respondents make
ac estimate $23 higher on the average than those whose fathers have less
than a higti schoul #ducation, In :additirm, white respoadents made an
estimate $20 higher on the average than non-white respondents, This
too probably reflects the socio~economic differences betweewn these
two groups rather than any reald cacial difference.
Smong job attributes iavestipated in this serivs of surveys,

guod starting pay has coansistently received rankings of moderate

importance by both positive and avgative propensity respondents, ’
However, it is vicewad as the a.ttributc- which is least achivvable in the )
military, Sionce positive propensity individuals have tended to nnder-

vstimate the true level of starting pay in the military, it has been

sugygested that correcting misperceptions aboul starting pay might

have a positive impact on recruitment.
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Starting in Fatl 1976, an item Was introduced to gauge the
effect of a $50 invrease in starting pay on likelihood of enlisting.
Approximately one-halfl of positive propensity men, 52, 4 percent,
indicated that they would be more likely to enlist with such an added

inducemenrt {soe Table 4, 11}, Amung negative propeasity mmen, 17,7

percent said tha! they wouald be more likely to enlist if startivg pav

were increased, These figures are similar to findings ot

Pt

Call 10T
and supgest tha! accurate inlormation about pay and pay ereasces has

recruiting potential tor a larve number of those who are negatively

dicvosed {oward cnlistauent

——
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TABLE 4,12

PERCEIVED ATTITUDES OF INFLUENCERS TOWwW
JOINING THE MILITARY

RELATED TO POSITIVE AND NEGATIVE PROPENSITY

ALL FOUR ACTIVE DUTY SERVICES COMBIN:

Positive

Proeensitx

Father %
In tavor 43
Againsg
Nt ral S8, U
Don't Know 3.2

\,Tul"zt‘r
In favor 34,8
Apainst 20, 8
Neutral 39,4
Don't Know 3.5

Source: Qu., 124
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When asked why their parents favor or oppose their joining
the military, respondents cite somewhat different reasons for pate rnal
opposition than maternal opposition. However, fathers and mothers
are perceived to have fairly similar reasons for favoring enlistment.

These reasons are categorized and reported in Table 4,13,

1. Parents are perceived to favor ernlistment for reasons

dealing with job training and maturity,

2. Mothers' perceived opposition to military service most
often relates to danger and separation. lathers' per-
cetved reasons opposing enlistment are rather evenlv
distributed armmong a desire for their sons to get a
civilian education, the father's negative experiences
with the military, danger, family separation and loss

of status.

People often believe that others around them have similar atti-
tudes, lence one cannot be sure that these young men are completely
accurate when they report parental attitudes. Nonetheless, the dif-
ferences in perceived attitudes between parents of positive and nega-
tive propensity youths suggest that parents are a very important source
of influence on the decision to enlist, This finding may be useful in

formulating more effective recruitment strategies,
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TABLE 4,13
COMMENTS ABOUT ENLISTMENT IN THE MILITARY
ATTRIBUTED TO INFLUENCERS
ALL FOUR ACTIVE DUTY SERVICES COMBINED
Positive Negative
Propensity Propensity
Father Yo T
Favorable Comments
Job Training 24.1 13.6
Maturity 15.3 12.5
Exciting Job 13.2 7.2
Beaefils 12.8 9.5
Palriotism 9.1 7.9
Unfavorable Comments
Civilian Education 2.9 8.8
Father's Negative kxperience 2.0 5.9
NDanger 2.0 5.1
Separation 1.8 5.5
l.uogs of Status 1.3 7.7

Mother

Favorable Comments

Job Training 21.2 9.4
Maturity 13.0 8.3
Exciting Job 10.0 4.5
Benefits 8.4 6.0
Patriotism 3.6 3.2
Unfavorable Comments
Separation 12.3 16. 4
Danger 8.3 16,4
Civilian Education 4.6 9.4
L.oss of Status 1.9 7.4
Father's Negative Experience 1.0 2.5

Source: Qu, 12b
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SECTION V

Analysis of Propensity

Previous sections have traced national trends in propensity
to serve, trends within tracking areas and differences between tracking
areas, and some factors related to choice of a military career. In this
scction the propensity measure receives close examination and its relation-

ships to demographic, attitudinal and behavioral variables are presented,

Propensity was asscssed by Question 5a in the Spring 1977 survey
in the same manner as previous waves. Respondents were asked to indicate
how likely it was that they would serve in each of the specific services,

The following alternatives were read to cach person:

befinitely —® Positive Propensity Group
Probably
Probably not

tyefinitely not —3» Negative Propensity Group

(No answer)

Those who answered ''definitely or probably' with respect to one

of the four major active services are classified as positive propensity.

Others, including those who failed to answer, are classified as negative

propensity,
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As such, its specific relationship to enlistment is not certain, but it is
undoubtedly correlated with future enlistment, It may be useful to follow-
up individuals of different propensity groups to determine ultimate accession
rates and factors which affect high and low propensity men, However,
psychologists have found that the best predictor of an individual's future

act typically is a statement about what he expects to do in a situation.

The measure of propensity is a measure of this type.

The purpose of this section is to provide a finer-grained analysis
of propensity., First the measure itself is examined, Then those factors
are identified which discriminate between positive and negative propensity
groups for the military service in general and for the individual services,
Demographic variables, attitudinal variables, and behavioral/environmental
variables are examined as follows:

Demographic variables

™ Age (Qu, 3a)

Y Employment Status (Qu, 3f, 3g, 3h)

. Race (Qu, 23)

. Educational Status (Qu, 3b, 3¢, 3d, 3e¢)
» Education of Father (Qu. 18)

® Quality Index (See Section II)

Attitudinal Variables

) Importance of Job Attributes (Qu. 6a)

° Achievability of Life Goals in the Military (Qu. 11)
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Environmental /Behavioral Variables

° Recruiter Contact (Qu. 8a, 9a)
® Persons Spoken To/Actions Taken (Qu, 8c)
' Influencers (Qu, 12a)

° Discussion with Parents (Qu. 13a)




MARKET FACTS
5.1 Probability of Serving

Page 136

Propensity consists of young men's ratings of their probability of
entering any of the four major services., While most analyses in this re-
port examine positive versus negative propensity, scrutiny of the distri-
bution of responses within the measure leads to some interesting observa-
tions. Table 5.1 presents the propensity measure broken down into each

of its response alternatives,

Several conclusions can be drawn:

1. Very few young men indicate that they are definitely going
to enter the military service. The great majority of re-
spondents in the positive propensity group rate themselves

as probable entrants rather than definite entrants.

2, The largest single category, by a small margin, consists
in those who say that they will definitely not enter a given
military service. This ranges from a low of 40. 7 percenrt
for the Air Force to high of 48,4 percent for the Marine

Corps.

3. Albout 50 percent of respondentslabel themselves as proba-
bly likely or probably not likely to join a military service.
The combination of these middle ground respondents con-
stitutes the majority for each service, with the exception
of the Marine Corps., This group of young men, who are
not strongly committed for or against a military career,
appear to provide a iarge, fertile market for recruitement

programs,
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TABLE 5.1

DISTRIBUTION OF RESPONSES FOR MEASURE OF PROPENSITY
AND CHANGE FROM SPRING 1976

Air Force Army Marine Corps Navy
Respounse % % Yo o
Definitely 1.5 1.1 1.0 1.5
Probably 14.2 10.7 9.8 13.7
Probably Not 39. 4 39.2 37.1 35,8

l

Definitely Not 40.7 45,3 48, 4 42,3
Don't Know/No Answer 4,2 3.6 3.7 3.7
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5.2 Demographic Variables

Demographic differences between the positive and negative propen-
sity groups are presented in Table 5,2. The statistical reliability of these
differences were assessed by computing F ratios. All the comparisons

appearing in the Table 5.2 are statistically significant.

The difference between the positive and negative propensity groups

can be characterized as follows:

l. Positive propensity individuals are younger.

2. Considerably more positive propensity individuals are un-

employed and looking for work.

3. Blacks comprise over twice as great a proportion of the
positive propensity group as of the negative propensity

group. Other non-Whites are also more highly represented.

4, Hligh school students make up a higher proportion of the
positive group than of the negative group, but college stu-
dents are almost three times as likely to have a negative
propensity for military service. High school graduates who
are no longer in school are also more likely to be found in

the negative propensity group.
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TABLE 5,2
ANALYSIS OF PROPENSITY TO SERVE IN THE MILITARY
PROFILES ON DEMOGRAPHIC VARIABLES
Positive Negative

Variahle Propensity Propensity Sigaificant
Average Age 17.75 18.59 yes
Not employed/looking for work 3€.5% 23.1% yes

Blacks 14.1% 6.2% yes
Other Non-White 7.5% 1, 2% yes

Students 68, 7% 56,17 yes

10th Grade 17. 69, 7. 7% yes

11th Grade 26,27 13,57 yes

1-2 years of college 5.7% 15, 8% yes

High School graduate, not in school 19. 2" 34, 7% yes

Education of Fatheors 2,65 3.1% yes
Quality Index* 5. 82 €.31 ves

*Mean scale values shown ’
- ~- S e G e N iy T s TR o R s ' .
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5. The quality index, detailed in Section II, indicates that
positive propensity individuals have weaker academic pre-
paration. Positive men appear to come from lower socio-
economic backgrounds, at least as indexed by father's

education. -

Education of father was measured on an eight puint scale:

1. Did not complete high schoal
2. Finished high school or equivalent
3., Adult education program
4, Business or trade school
5. Some college

. Finished college (four years)

7. Attended graduate or professional school
8. Obtained a graduate or professional degree
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The demographic profile of the individual services has also been
examined and the characteristics of men with a positive propensity for
each service appear in Table 5. 3. Profiles for the negative propensity
groups have been omitted since they resemble the profile of the overall
negative group shown in Table 5.2. Statistical tests have been conducted
which compare each service's positive propensity group to the correspond-
ing negative propensity group for each variable. Entries in Table 5.3
wete all found to be significantly different from the characteristics of

the necative group.

The direction of the differences between positive and ncuvative gronps
within cach service are identically the same as the pattern of differences
shown i Table 5,2 for the overall military analysis, The cdacational pro-
file fooltece, father's edacation, guality index) of the Air Forve gronp is
somewhat higher than the other active services, and this facet of the Army
group tends to be fower, but otherwise demographics are similar across
the active services, Thus it appears that all services drew upon ponls of
youths with fairly similar demouraphic profiles, and that these vouths differ

ina fairiy constant fashion from nevat:ve propensity youths,

Relative to the active services, the demographics of those with
positive propensity for the Reserve components differ in that these indi-
viduals tend to be older, more likelv to he white, more likely to be out

of sclonl and employed and have a higher quality index.
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TABLE 5,3

DEMOGRAFPHIC PROFILES OF
POSITIVE PROPENSITY GROUPS -
INDIVIDUAL SERVICES

Air National

Force Army Marines Navy Guard Reserves

Aged | S—— 17, 74 17.¢9 17,70 L=, (14 17, 8%
Rl ks Iy, o 20, 87, Leo, o4 14,67, 15, 1% 12, =™
Ctoer Non=MWhite 07 R 9, 1%, S, VLN TLTe
oot Eeoployved:
Tooring for work il 41,90 e 4T 36,39, S, 34, 27
=tudents PRI N o, LR, R L, T LT
Loty vrade [ REER Yeo, 0w 20, 0 17,07 1, 1 R S
Theh crade S 2o, 20, LA L 26, 47, 21, -7 2y, 2
1= Years o

(r)ll‘u, / L 107 L }{zr " 8’,:; V.”n\ ~ T
Tiich School Gradnate

Not I 8 hool RERR 1o, =™ 1=, 2%, 1=, &7 24,0 % I B
Floelti: ation of

Fathers: A AR I R 2,073 2.0 2T
Jorality Trdex? Sy " I A N ol

Aean soale walues <show:
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5.3 Importance of Job Attributes

Part of Section [V examined the relative importanc
attributes as perceived by 16-21 year old males. At this
is focused upon the different perceptions of positive and n

sity men. Table 5.4 provides this comparison.

The positive propensity group rates each job attrib
averagce, as more important than does the negative propen
Tie preatest differente on any attribute appears for "'Is a
be proud of." Compared tothe negative propensity group,

sitv men feel this attribute is particularly important,
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ANAILYSIS OF FROPENSITY TO SERVE IN THE MILITARY
MEAN RATINGS OF IMPORTANCE OF JOB ATTRIBUTES *

Job Attributes

Is a career you can be proud of 1,97
Trains you for leadership 2,23
Gives you an opportunity to
betrer your life 1,90
Allaws you to see many different
countries of the world 2,37
Has other men von would like to
work uith 2, "t
Gives vou a jobh which is
. hvllllt‘(lginp 2, 1l
Gives vou the job you want 1,93
Teacties you a vaiuable trade
or skill I, 79
'rovides good benetits for you
and your tarmnilv 1. 8%
Fravs well to start 2.07
Helps voun get 1 college education
whtle your serve AR §Y
The svale nsed for this analysis is:
+1 = Extremely Important
+2 - Very Important
+3 = Fairly Important

+1 = Not Impnrtant At All

+5 = No Answer

Fositive

Propensity

TABLE 5,4

Negative
Propensity Difference-
2,41 . 44
2,485 .32
2.20 . 30
2. 90 .33
2,81 2A
2,32 21
2,20 27
2.11 32
2,08 20
2,27 20
2.4 15

Therefore, smaller values indicate more perceived importance,

+ In the difference column a large value indicates that the positive propensity
group considers the attribute as more important than the negative propensity
group., All differences are significantly greater than zero,
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The difference between the propensity groups for each of the service
appears in Table 5,5, Entries in this table are differences in importance
ratings between the positive and negative propensity groups. To assist
the reader, differences of +,30 or greater have been circled, Generally,
the results for individual services are similar to those for overall
propensity found in Table 5,4. Some variation among services is
apparent, however, For example, the propensity groups for the Army,
Marine Corps and Navy have more disparate values than those of the other
services with respect to 'Allows you to see many different countries of the

world,’
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TABLE 5.5

IMPORTANCE OF JOB ATTRIBUTES
DIFFERENCES IN IMPORTANCE VALUES

BETWEEN POSITIVE AND NEGATIVE PROPENSITY GROUPS*

Air Marine National
Job Attributes Force Army Corps. Navy Cuard Reserves

[s a career you can be prond of @ @ @ @ @
Trains you for leadership .26 @ @ @ .23

Gives you an opportunity to
better your life .25 .32 .26 .26 .22 L 26

Allows you tou see many different

countries of the waorld .26 @ .20 24
Has other men you would like

to work with .24 . .24 .22 @ 27

Gives you a job which is
challenging .20 .22 .22 .19 .18 21

(3%
~3

Gives you a job you want .28 .22 .19 24 17 .25

Teaches you a valuable trade

or skill .24 .24 .23 .27
Provides good benefits for you

and your family .18 21 .20 .19 .21 .21
Pays well to start 7 .23 .18 .18 .15 .13
Helps you get a college educa-

tion while you serve .26 .25 .16 .25 17 .23

* The entries in the table are differences in mean ratings between the positive and negative pro-
pensity groups for cach service. Refer to Volume I, pages 33 to 43 for the complete data,

All differences between positive and negative propensity are statistically significant, The positive
propensity group felt each attribute to be relatively more important than the negative group in every

canse,

.
———
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5.4 Achievability of Life Goals

Positive and negative propensity groups should be distinguishable
with respect to whether they feel that life goals can be better achieved in
military or civilian life. Table 5.6 presents the findings for this issue,.

A low average rating indicates that the goal is perceived to be more achiev-
able in the military; a rating above 3, 00 indicates that the goal is more

achievable in a civilian career.

For every goal the positive propensity group views military life
as better enabling achievement than the negative propensity group. The
difference between the two propensity groups is particularly great in the
cases of '"Developing your potential,'" '"I.earning as much as you can, "'
and '""Doing challenging work.'" However, even positive propensity men
do not view a military career as a means to '"Making a lot of money, "
and achieving '""Personal freedoni.' Negative propensity men view all

life goals as more attainable in civilian life except "'Doing challenging

work, "' ""Adventure and excitement,' and '""Job security, "
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TABLE 5,6
ANALYSIS OF PROPENSITY TO SERVE IN THE MILITARY
ACHIEVABILITY OF LIFE GOALS
AVERAGE RATINGS*
Difference
Positive Negative Favoring

Life Goal Propensity Propensity Military
Developing your potential 2. 45 3,22 .77
Doing challenging work 2.32 3.00 .68
Learning as much as you can 2.40 3.14 .74
Adventure and excitement 2,06 2.59 .53
Making a lot of money 3. 47 4. 09 .62
Working for a better society 2.63 3,20 .57
Having the respect of friends 2.67 3.23 . 56
Recognitior and status 2. 49 3.03 .54
Being able to make your own decisions on the job 3.57 3. 96 .39 i
Personal freedom 3.81 4.21 .40
Helping other people 2.66 3. 10 . 14
Job security ’ 2.23 2,62 .39
*The scale used was:

+1 - Much more likely in military

+2 = Somewhat more likely in military

+3 - Either civilian or military >

+4 := Somewhat more likely in civilian

+5 : Much more likely in. civilian

Therefore a smaller value indicates relatively greater military likelihvod, The groups differ significantly on
all goals.

N e e . .—p—— - .
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The achievability of life goals is tabulated for individuals with
positive propensity towards each service in Table 5.7, The data repre-
sent the difference in the ratings of each goal between the positive and
negative propensity groups for each service. Differences of .60 or
greater have been circled to assist the reader, No statistical signifi-
cance is implied by this notation., The profiles for the active services

once again are fairly similar.

The National Guard and Reserves provide somewhat different
patterns. For achieving every goal except '"Adventure and Excitement"
the difference between positive and negative propensity groups for the
National Guard is less than for the Active Services., This means sim-
ply, that individuals with a positive propensity toward the National
Guard view military life in a fashion more similar to negative propensity
individuals., This pattern of smaller differences between positive and
negative propensity men appears in weaker form with the Reserves, In
other words, achievability of life goals does not discriminate between
propensity groups for the Reserve components as well as it does for the

corresponding active service propensity groups,
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TABLE 5.7

ACHIEVABILITY OF LIFE GOALS
DIFFERENCES BETWEEN POSITIVE AND NEGATIVE PROPENSITY GROUPS*

Air Mavrine National
Force Army Corps Navy Guard Reserves

B

Developing your potential .65 .73 @ @ .50 .56
lLearning as much as you can 620 (71) .54 @ . 45 .49

Doing challenging work .6 I\) .67 .26 .57 e .49
Recounition and status .46 .57 .43 .45 .44 .44
Making a lot of money .57 .63 .59 . 56 .48 .49
Working for a better society .55 .56 .52 .48 .30 .47
Having the respect of friends REY- .52 .48 .44 .41 .49
Adventure and excitement .42 .47 . 46 47 .48 .52
Personal freedom .35 . 40 . 4R .31 .33 .31
Helping other people .37 .44 .3 .38 .23 .39
Being able to make your own

decisions on the job .43 .48 L3 .37 .25 .30
Job security .39 .34 .26 .34 .20 .33

Entries in this table are differences between corresponding positive and negative propensity
groups in ratings of achievability of life goals in the military. [n this table a positive value means
the positive propensity group felt the goal was relatively more achievable in the inilitary than the
negative propensity group, All values are significantly greater than zero.
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5.5 Information Sources, Actions Taken, Recruiter Contact,
Influencers

From a recruiting standpoint, this section details a particularly
important set of variables. Some factors which distinguish positive and
negative propensity men are potentially controllable by the military, e.g.
recruiter contact, Other factors, such as information sources, might
constitute elements in the process of making a decision to enlist. Table
5.8 compares the two propensity groups in terms of the people with

whom enlistment was discussed and enlistment-related action initiated,

Scme respondents from both propensity groups have discussed en-
listment with various people, but talking about a military career with
parents, friends with military experience, or others is far more common
among those with positive propensity. They are also more likely to have
sought information either by mail or by calling a toll-free information num-
ber. More young men with a positive propensity have been tested by the

Armed Services either in high school or in a military examining station,

In summary, positive propensity individuals are far more likely
to have discussed a military career or to have engaged in various enlist-
ment-related actions. All these differences are statistically significant
and most are large in absolute magnitude, i.e., positive propensity men
are often twice as likely to have talked to sumeoune or have engaged in the

given action,




MARKET FACTS
Page 162

TABLE 5.8

ANALYSIS OF PROPENSITY TO SERVE IN THE MILITARY
INFORMATION SOURCES, ACTION TAKEN, RECRUITER CONTACT

Positive Negative
Propensity Propensity Significant

Information Sources “y ‘.

Talked with one or both

parents 56,4 24.8 ves

Talked with friends already in

the gservice or who have been

in the service 57.3 30.7 ves

Talked with teacher or

vuidance connselor 23,1 K. 3 ves

Talked with wife or givlfriend 29,7 13.1 ves
Actions Taken

Asked for information by mail 20,7 9.1 VEes

NMade toll-free call to get

informaticn 7.5 1.7 yes

Physically «r mentally tested

at a military examining station 7.4 3,4 ves

Taken aptitude test in high

school given by Armed Services 22.5 et ves
Recruiter Contact {ever) 51.8 48. 1 yes
Recruiter Contact {(past 5-6 months) 32,0 22.9 yes
Recruiter Contact [nitiated by
Recruiter 50. 2 70.1 yes
Recruiter [nformation Considered
Adequate 83,3 82,9 no




FABILLE  5,.%

ANAT VSIS OF PROPENSITY 'O SERVE IN

INFORMATION SOURCES, ACITON

(Continued)

Positive
Prupcnsitx
”’b
Influcn al S arces In Favor of
Fnltistaient
Father 45.9
Mot e 34.8
Parental Dizcuss on
Fathoer 9, 4
Mother 10. 6
35.8

Both Mather and Mother

Source:
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HE MILITARY

ITAKEN, - RECRUIIER CONTACI

Negative

Propensity Signifi«ant

I
L
24.1 yes
16,4 yes
1.8 yes
3.8 yues
15.9 yos
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The relationship of recruiter contact to propensity has been
examined and the findings also appear in Table 5.8. While more posi-
tive propensity respondents have at some time had contact with a re-
cruiter, the difference between the two propensity groups is small,
though statistically significant, Recruiter contact during the past 6
months shows clearer differences between pusitive and negative pro-
pensity eroups, with 9.8 percent more positive propensity men having
such contact. When contact with a recruiter has occurred, a clear
majority, 70.1 percent, of negative propensity respondants indicate
that the contact was initiated by the recruiter. On the other hand,
4.8 percent (100%,-50,2%) of positive propensity respondents indicate
that their contact with a recruiter was self-initiated., No differcnces

appear in terms of the perceived adequacy of recruiter information,

Table 5,9 relates propensity towards each service to contact with
a recruiter from that service. [IFor each of the services, the propensity
groupsg differ in contact with a recruiter. These differences are statis-

tically significant,
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TABLE 5.9
EVER HAD CONTAC!1 WII'Il RECRUITER FROM SPECIFIC
SERVICE REILATED TO PROPENSITY FOR THE SAME SERVICE:
Propensity for Individual Services
PDousitive Negative Difference
e o
Air Force 25,2 12.8 112, 4
Army 29,6 22.2 C 7.4
Marine Corps 19.1] 14,1 <5, 0
Navy 22,0 13.1 fALY

Base: All respondents

Contact (in the last five to six months) was not asked tor individual

services,
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5.0 Enlistment Decision Process

In this report an individual is defined as having a positive
propensity for military service if he has indicated that he definitely or
probably will enter any of the four major active services, Table 5.10

demonstrates the extent to which this occurs in the Spring 1977 sample.

Frrom Table 5.10 it is clear that a large number of men who have
a positive propensity for ecach of the active services are also positive to-
wards ce or more other services., This is the case most often for 1n-
dividuals with positive propensity toward the Army and Marine Corps,
Peoer tbase with o positive propensity toward the National Cuard or

Reserves «ften show a positive disposition towards the active services.,

This finding reinforces conclusions drawn by the analusis of
demographic variables that the various active services, for the mnst
part, draw upon the same or o similar pool of vouny men, It is alsc con-
sistent with the notion that many individuals initially decide upor o miilitary

career and then choose bhetween the different services.,
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5.7 Active Duty Versus National Guard/Reserves

Throughout Section V differences between services have Leen
examined. In this subsection men with positive propensity for the
National Guard and Reserves are compared with menr havineg a positi.o
propensity for the active services, From Table 5. 10 it :s apparent
that munryv individuals who have a positive propensity for the Nationai
Ciuard or Reserves are also favorably disposed towards ‘he active ser-
vices, but of all the inter-service compariscns muitnal propeilsity is

sreatest betwee. the Rescerves and the Nationai Guard.

{he demographic profile for the National Guard/Resorves is
1

compared with the profile for the active services in fTable S, 11, A pat-

itive prepensity

[N

tern of small differences is apparent: those with a pr
for the National Guard/Reserves tend to be older, less often high

schiocl students put more often college students, more frequently cut of
schoel, and less likely to be looking for work., Persons with these charac -
teristics presumably anticipate that the part time demarnds of thie Nuticonal
Guard/Reserves would better fit their life situation. v compariscn, 1nen
with a positive propensity for the active services arc somewhat more
likelv to be looking for work or facing high school eraduatiorn,  Such tran-

sttional periods are more compatible with entering 1000 full time mailitar,

cormmitme nit,




or

TABLE 5,11

DEMOGRAPHIC PROFILES
POSITIVE PROPENSITY GROUPS

ACIIVE SERVICES VERSUS RESERVE COMPONENTS*

Active Services

Rescrve

Page | ¢

GIMponet

Age 17.75
Blacks 14, 1%
Other Non-White 7.35%
Not Employed:  Lookirg for work 36, 5%
Students b, T
1Cth Grade 17,0
11th Grade 26,2%
1-2 vears of College s,7
High School G radnate Not In School 19, 2%
Education of Father 2,65
Qualityv Indexs 5. 82

Averages of mean scale values shown,

17.

4,

re

jale}

~1
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Table 5.12 compares how positive propensity men for the
active services and National Guard/Reserves view the achievability
of life goals in military life compared to civilian life, Except for
""recognition and status'', which both positive propensity groups rate
equally, there is a tendency for men with a positive propensity for
the active services to rate life goals as slightly more achievable in
the military than men with a positive propensity for reserve com-
ponents. The differences are always very small in magnitude,

however.




RATINGS BY
FOK THE ACTIVE SERVICES AND

Learning as much as you can

Developing your potentjal

Doing challenging work

Working for a better society

TABLE ».14

ACHIEVABILITY OF LIFE GOALS
INDIVIDUALS WITH POSITIVE PROPENSITY

Active Services

Page 1.1

RESERVFE COMPONENTS®

Reserve Components

Being able to make your own decisions on the job

Job security

Making a lot of mwoney

Adventure and excitement

Helping other people

Personal freedom

Having the respect of friends

Recognition and status

Scale: +1
+2
+3
+4
+5

* Differences have bcen averaged tu give equal weight to e¢xch service,

2,66

Much more likely in the military

Somewhat more likely in the military

Either civilian or military

Somewhat more likely in civihan

Much more likely ip civilian

2. 49
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5.8 Summary Comments on Active Services

From this analysis of positive and negative propensity groups a
profile has emerged which characterizes the likely candidates for active
duty military services tindings from previous waves provide confirmation
that the high propensity young man in contrast to his low propensity peers
can be characterized as:

Demographics

e Younger

° More likely to be unemployed

° More likely to be non-white

. Less educated

o Having a less educated father

® Having lower values on the Quality Index

Attitudes, Beliefs, Values

® Feeling that important job attributes can be found in the
military
° Believing that the military is relatively more likely to

- enable achievement of life goals
. Underestimating military starting pay

] Relatively more motivated to enlist should pay be
increased $50 a month

Environmental/Behavioral Variables

° Having had recent contact with a recruiter
L) Having sought information on a military career by mail
or by phone
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Page
Having taken an Armed Services test at a recruiting

station or in high school

Having discussed entering the military with parents or
friends

Feeling that his parents are more favorable to his en-
tering the military

163




SECTION VI

KNOWLEDGE AND PREFERENCES CONCERNING

EDUCATION BENEFIT PROGRAMS
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SECTION VI

6.1 Knowledge and Preferences Conceming Educational Benefit Programs

The design of the tracking study allows the acquisition of additional
information by adding new questions. Often this may be done only for a single
wave, but if the information is found to be particularly useful, the issue can
be monitored on an ongoing basis. Such new items are best inserted late in
the questionnaire so that they cannot confound wave-to-wave comparisons of

selected survey measures.

In Spring 1976 a set of questions about knowledge of the GI Bill was in-

troduced on a one-time basgis, It was found that young men had a general
! understanding of the educational benefits available in the Armed Services, but
that the specifics of the GI Bill were poorly understood. Positive and negative

propensity individuals did not differ significantly on overall knowledge.

The present survey included four new questions about educational bene-
l fits. Question 14 assessed knowledge of the current educational benefit pro-
' gram in which the goverament contributes $2. 00 to an educational savings account
for every $1, 00 which an individual contributes. Respondents were required
to identify this program from among three possible alternatives, FEach alterna-

i tive received 20-40 percent of the choices (Table 6.1). This suggests
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TABLE 6,1

KNOWLEDGE OF CURRENT EDUCATION BENEFIT PROGRAMS

Positive Negative

Benefit Alternatives Propensity Progensig
Eligible for up to 36

months of tuition assistance 28.7 30.2
Government adds $2.00 for

every $1,00 savedx 39,9 31.2
Eligible for up to 18

months of tuition assistance 20,7 20,6
Don't know/No answer 10.8 18.0

Base: All Respondents

Correct alternative, The difference between the positive and negative
pPropensity groups is statistically significant.

Source: Qu. 14
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that considerable guessing ccurred. The positive propensity group selected

the correct programn (i.e., government adds $2. 00 for every $1, 00 saved)

more often than the incorrect alternatives, and significantly rmore often than

the negative propensity group., lence, it appears that, while knowledge of the

specifics of the current educational benefit is not very great, positive propensity

rti.en are sonmewhat more informed than negative propensity men,

Variations in the level of the individual's contribution to this program

were examined in the succeeding question,  The findings in Table . 2 show

het the mhajority of respondents indicated that they would participate if savings
CHO fcorrect noaninuin alternative) or $75 (correct maximurn alterna-
tived per month woere reguired, hut that an optional $25 level was preferred by

the vreate st munber, At each level of individual saving for the program, posi-

o

tive propensity mmen reported @ greater expected participatioa than negative

ee !,

nreopersiio

[ stacary, it appears that there is Little knowledp e aboul the current

e ational benefits plan,  Positive propensity men are somewhat more fami-

liar with 1 than nepative propensity men, Likewise, they report preater ex-

nected participation irrespective of the level of required savines, For all men

the lowest Tevel of required savings was the most popular,
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TABLYE 6,2

EXPECTED PARTICIPATION IN ALTERNATIVE EDUCATICNAL PROGRAMS

Percent Indicating lhat They Would Participate

Positive Negative

Aliernative Programs Propensity Propensity
If vou had to save

25 A raonth 79,2 73.0
if vou had to sa-e

€20 oenth i 72,1 Lt 2
if vou had to save

575 o mnenth 62,5 56, 3

Piase: All Bespondents

Correct alternatives., The difference between the positive and negative propensity
groops is statistically significant for all alternatives,

Source: Qu, lb54, b, ¢
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Because respondents are weighted unequally it is not correct
to assess standard errors by methods which would be appropriate with

unweighted data.

Hence, standard errors were compuied for all those variables
reported at the national level using a replicated sample procedure developed

by W. E. Deming for use with weighted data (Proceedings of the ASQC,

June 5, 1961).

Standard errors estimated in this way averaged 10 percent
greater than those obtained by applying the procedures ordinarily used

with unweighted data. '

The accompanying tables provide 93% confidence intervals for
percentages observed in this study which arc ten pereent larger than those

obtained by ordinary binomial methods.

— 2w wams I TN WA
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APPIENDIX II

TRACKING ARKA CONCEPT

The "Tracking Arca' concept is an integral part of the
jectives, It is designed to allow each Service to relate the fi
one or several recruiting districts. Fach Service has a diffe
ber of recruiting districts with some local discretion as to ac
and recruitment allocations, A Tracking Area represen:s th
ality »mong Services, [Data collection and analysis based on
Areas allows comrparigon, cvaluation, and goal sctting within

Service on a local basis,

The Tracking Arcvas were constructed around these cri
1)} to limit the number of Army District Recruiting Command:
Recruiting Districts, Air Force Recruiting Detachrnents and
Corps Recruiting Stations to threc cach or less per Tracking
to see that the TA's have a high commonality among services
high percentage of the counties' Military Available being com
four Services, and 3) to represent regionally meaningful clus

roecruiting districts for © 1= Services,

For purposes of this research, 26 TA's were defined w
count for every county in the Continental United States, This
provides for national conclusions to be drawn from the survey

as well as individual findings for the 26 TA's,
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Since each Tracking Area is to contain undivided Recruiting Dis-
tricts for each Service, some counties occur in more than one TA.

For all 26 areas the cumulative overlap is 13 percent.

The percentage of Military Availables in the United States ac-

counted for by varying numbers of tracking areas is approximately as

follows:

Number Percent

of TA's Military Available
Top 5 28.7

Top 10 52,9

Top 13 65,1

Top 15 72.2

Top 18 ) 81,2

Top 20 86.8

All 26 1060,0
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APPENDIX III

WEIGHTING OF RESPONDENTS

The need to compare characteristics of individual tracking areas
leads naturally to a study design in which the numbers of respondents in
cach tracking area are approximately equal, However, since the track-
ing areas contain unequal numbers of military availables, we
cannot estimate national statistics by simply adding up the data for all the
respondents; respondents in larger tracking areas should be weighted

more heavily than those in smaller tracking areas,

The respondent weighting system used in this wave represents an
improvement over that of earlier waves, In the [irst two waves each
respondent was classified into one of 156 cells on the basis of tracking
area, age, and race (13 tracking areas x 6 age categories x 2 races = 156
cells), The actual number of military availables corresponding to
each cell was estimated from census data. The weight for respondents in
a cell was then simply the estimated number of military availables

corresponding to that cell divided by the number of respondents in the cell,

The problem with that weighting method was that for some cells
with few respondents (such as blacks in certain age categories in certain

tracking areas) the denominator of the weighting fraction was quite variable,
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This led to weights that varied considerably from cell to cell, an unde-
sirable property since it leads to some loss of statistical precision in

the data,

The weighting system used in the current wave is somewhat dif-
ferent in principle, in that fewer weights are required. One weight is
computed for each tracking area and another for cach age/race combi-
nation. The weighting constant for each cell is simply the product of

the appropriate tracking area and age/race weights.

Since fewer weights are computed by this method (26 tracking
areas plus 12 age/race combinations = 38) than by the old method
(12 x 26 = 312) they are much more stable and the variation between
effective weights applied to individual cells is reduced substantially.

This should lead to some increase in statistical precision.

For purposes of comparison the Spring, 1976 wave of the study was
retabulated using the same technique., All results for Spring, 1976 in this
report are based on the new weighting technique, and will therefore

differ slightly from results as originally reported,
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APPENDIX IV

ADJUSTMENT [N PROPENSITY

The Youth Attitude Tracking Study contains two questionnaire
items on military enlistment propensity, One item covers voluntary
tmentions of military scervice as something a young man wight do in the
next few years (Q, 3i), The second ite is a torceed rating of like-

tihood of juining the military service (Q. 5a),

The two propensity measures have been highly corrctated in past
tracking snrveys. As one propensity measure increascd, the other
measure also increased, Conversly, as one nicasare decreased, the
nther alse decreasced,  With konowledge ot the staristical refaticaship
betweon the two mieasnres and given the value of one o the propensity
measures, une can esthmate the value of the sccoud provpeasity measare,
I'his procedure was followed in estimating, given voluntary propensity,
what the torced propensity rating value wouald have been for cach miuhitary
service if the "tup-of-mind'' awareness question had not been asked.
The adjustment serves to remove from the forced propensitv measuare an
distortion introduced by placing a new ''top-of-mind” awareness
question in this questionnaire between the voluntary and torced propensity

meastires.
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The propensity adjustment was computed by regressing average
enlistment propensity for the four active services on unaided mention of
the military as a career choice for Fall 1975, Spring 197¢ and Fall 1976.
The relationship between average propensity and unaided mention of the
military was linear, This regression line had a slope which was virtually
identical to the slope of the regression of unaided mention with each of
the services, Tigure | illustrates the relationship between propensity
and unaided mention of the military as a career. This slope had a
value of 1.125, Using Fall 1976 to Spring 1977 reference points, un-
aided mention of the military as a career dropped from 6, 2% to 4. 5%,

a drop of 1.7 percentage points, If 1.7 is multiplied by the regression
slope of 1. 125 the result is 1.91. This represents the drop in average
prupensity we would have expected if the '"top-of-mind' question had not

been asked.

The expected average propensity for Spring 1977 is derived by
subtracting 1,91 from 10.6 (the average propensity for Fall 197¢), The
result is 8.7. This 8.7 is what the average propensity for Spring 1977
would have heen without the "top-of-mind'" question. The observed
average propensity is 13,4, The diffcrence between the expected and

observed figures is 4,7, This 4.7 is the correction factor,
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FIGURE 1

RELATIONSHIP BETWEEN PROPENSITY AND
UNAIDED MENTION OF THE MILITARY AS A CAREER
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1006 3, Waciker Drive, Chicago, Illinots 60ud

OMB #22-R-0339

Job No. H390-2

MILITARY SERVICE SI1UDY Qu. # ey,
- Screening Questiona ® 54
Sarke: Focts Repr, i 8
r ~T
.t Stetion e Dn oo — i i 13
Iime iut. Degan AN/ PM Time Fuded AN/ PM .
. T
(L, ) [} 20
(N < ODUC IO USED: Al B2 ) (21)
i, I there 2 yoeung man 1 your bauschold an this age group? (DO NOT INCLUDE SUNS LIVING AWAY
Al SCHOOL, ) v No 2 > {(: ERMINA1E AND RECURD ON
o o< GALL RiCOKD SHiFE . AS "NQx')
Za. Mow 1.y (yunag men are there in your household between the ages ol 16 and 21)?
2 3 4 5 or mord (WRITE IN NUMBER) (2¢2)
RN What as has age, please” (What arc their ages, pleasc -- please start with the oldest, ) (RECORD BELOW,)
Qu, 3a
Currently
a Jr, or Sr. In Militury Service,
in College Naiional Guard or Reseryevs
or in Qu, 3b Qu, 3¢ Qu, 3d
- Qu, 2b - Agus Grad, School Now tas Doen Will Be
R T L AU | Yes No  Yes No Xes Ne_ Yes No
() 1 2 "a w5 Llow i 2 e 1 2 Lt R23-2m)
) 1_t 02 3 T s T L1 e L ke Lt L2 [ L2 (28-32)
6y [t L2 T3 L4 5 s o1 - SR B4 LA |2 A L2 (33-37)
@ a2 "s Ta s [ 1 ce LR A [z L 2 (38-42)
ja, DFIERMINE FOR FACH) Is (NAME FIRST AGE) currently a Junior or Senior in college or attending
Graduate School? (RECORD ABOVE,)
ib, (DETERMINE FOR FEACH) Is he currently in military scrvice, National Guard or the Reserves?
(iHIS DOES NOT INCLUDE ROTC.) {KECORD ABOVE,)
3c. (DE: FRMINE FOR EACH) llas he ¢ver gserved in miliary service, Nalional Guard, or the Reserves?
(THIS DOES NOT INCLUDE ROTC,) (RECORD ABOVE,)
3d. (DETERMINE FOR EACH) Has he begn aggepted for service in a branch of the Armed Forces and now

is waiting for the date when he is to go on active duty? {THIS DOES NOT INCLUDE ROTC.} (RECORD
AIBOVE,) .

NOTF: QUALIFYING MALFS ARE THOSE WHO ANSWERFED "NO" 10 QU. 3a, 3b, 3¢ AND 3d, LIST THE

AGES OF I'HE QUALIFYING MEN B LOW (STARTING WITIHI THE OLDEST) AND GO TO YOUR
YRESPONDENT SELFCTION SHEET" TO DETERMINE WHO TO INTERVIEW, THEN, "X" ONE OF
THE BOXFES BELOW 10 INDICATE WHETHER OR NOTI AN INCENIIVE 1S OFFERED (THIS IS
NOTED ON YOUR TELEPHONE LISTING SHEETS).

3 .GO TO MAIN

$2. 00 incentive R INTERVIEW
READ THE FOLLOWING: Since the rest of this interview asks for the opinions of young men, may

1 please talk to INAME SELECTED RESPONDENT)? You may tell hiin we will send him (NAME
AMOUNT OF INCENTIVE) to thank him for helping us.

e . R T T L T L L L Ly L1 T L Ty

$1. 00 incentive | 1 No incentiv: ,

A ad First Names of Qualifving Mal

(Oldest) 2.
(Next Oldest) 2.

TELEPHONE NUMBFR

- (Next Oldest) 3.

{Next Oldest) .

MAKE UP TO FIVE CALLBACK APPOINTMENTS TO COMPLETE INTERVIEW WITH MALE SELECTED, IF

UNABLE TO CONTACI. RECORD NAME, ADDRESS & TELEPHONE NUMBER ON SHEET PROVIDED,

lst App't: Date ___ Tinee Result:
2nd A, 't: Daie Time Re- alt:
3rd App'L: Date Time Result:
4th App'l: Date Time Rusult:
5th App't: Date Time Result:

KEEP TRACK OF TERMINATES,

CHECK HERFE IF NO ONE IN
HOUSEHOLD QUALIFIES OR IF —’D (43)
NO INTERVIEW ]S CONDUCTED

(44-78 open)
80-1
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MILIT ARY SFRVICE ST1UDY
(Qualificd Regpondent)

Cd, #e
{Dup, 1-4)

Field Station

Time Interview Began

AM/PM Time Ended AM/PM

CHECK INTRODUCTION USED ON SCREENING PAGE. USE CORRESPONDING "MAIN INTERVIEW
INTRODUCTION, "

3a.

3b.

id.

3f.

3i.

First of all, just to be sure Iam
. ..

17...
18, ..

Are you attending school now?

interviewing the right person, what is your age please?

£h 19 ...04 )
e 20 ,..Lp
.a 21 ...0s

Yes | —® (ASK QU. 3¢ AND THEN SKIP 10 QU, 3f) (o)
No 2 —% (SKIP TO QU. 3d)

3c. What is your current year in school? (IF NECESSARY, ASK:} What type of school is it?

10th Grade {High School)
1ith Grade (High School)
12th Grade (High School)

First year of special training in nd
vocational or trade school , . . . 4 3rd year
Second year of special training in 4 ¢

P | lst year of 4-ycar college (Freshman) . .6 (7)
e e e . 2 2nd year of 4-year college: {Sophomore) .7
PR ERSEPE ) 1st year of Junior/Comimunity college . .8

of college

vocational or trade school. . . ., %

Are you a high school graduate ?

Yes 1| —# (SKIP TO QU, 3f) No 27 (8)
3e. How many years of achouoling have you completed?

Less than | year of High School , . 0 2 years of High School. . .. (9)

1 year of High School . , . . ... . | 3 years ot High “chie M), .

Are you currently employcd?

Yes 1 Ne 2+ (10)
3g. Are you working full time or 3h. Are you currently looking for a job,
part time? or not ?
Full iime 1 (11) Yes | No 2 (12)

Part time 2

Now, let's talk about your plans for the nuxt few years, What do you think you might be doing ?

{DO NOT READ LIST, PROBE

Nen-mijlilagy
Going to school [

Military (RECORD BELOW, IF
AND TYPE, IF
IF IYPE OF SERVICE

Branch of Sexrvice
Alr Force . + + ¢ v . o .
CATMY Lo e e e
Coast Guard . . . . ...
Marine Corps . . . ...
NBVY ¢ ¢ o 0 v 0 s 6 v o

Don't know branch, . . .

WITH "ANYTHING ELSE?", ETC,, UNTIL UNPRODUCTIVE.)

Workinyg | J Doing nothing [ ;

RESPONSE IS "JOIN THE SERVICE, " DETERMINE BRANCH
OF SERVICE QNLY 1S MENTIONED, DETERMINE TYPE.
ONLY IS MENTIONED, DETERMINE BRANCH.

TERMINATE

[

——

Iy

Active National Don't Know

Luty Beseryuy Guard —Type .
PR 2 3 4 (13)
PECEPEE [ 7 8
P | 0 ee R
P | P4 wee 3 (14)
PEFSEPEPEPE | 5 -ne 6
P | # 9 0

- T R L X S
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3. How ruty or ditficult i it fur soreone of your age to pet o (Ul fape Job in your arca? Would you
say at iv boost inipegsible. very difficult, somewhat ditficult or not difficult at all? (RECORD
BIFLOW,)

ok, How alout getling o pa;t titie job =~ would you say 1t is alinost impossible, very difficult, somewhat
cdifficult or wot diffacalt a* 4117 (RECORD Bl OW,)
). 3k,
1yl Time Part Tyme
Altiost unpossivbe o, L, . ., L tL5) 1 es)
Very digftealts oo 000 0. Z
Sorn what difficult o, L L .., 3 3
Not dittsealt arall o, 00 o 0. 4 4
Pon'thnow ., . . . ... ... s 5
4a. Vhen Leention "Avined Services " or "mihitory, " which Lbranch of Scrvice do you think ot firut?
(O NOT RFAD ALLGFI NATIVE ANSWERS, LI} CORD BELOW,)
to. What 1~ Ltue acx’ hennch ou Uan, ot ? (DO NOT READ ALTERNANIVE ANSWFRS, RECORD '
B LUy,
’ First Second All Other
Ilention Mention Mentiong
{17) (18) (19)
A Toece o000 . | 1 1
Arvw ., .. e e . . 2 < 2
Coot Gua . ... e e 3 3 3
we s L, L L L L, e e e P 3 4 4
UV e e e s e e e e e e e e e e e 5 5 5
NG e e e 0 0 0
" Now I ovoit. o eced you a list ot several thines which young meu your age might do in the next

fow yuars., Foro (hone I read, please tell e how likely it is that you will be doing that. For in=
< is it that you would by ... (READ STATEMENT)? Would you say "Definitely,

stane.s how hix

“Brobatly. o Libly Not. Uur "Definitely Not? M
Don't
Probably Decfinitely Know/
Woritny #a o deborer on cunsirocion jobs . o, . . L 2 3 4 5 (20)
Waoarking o a desk ina bustacss otliee o .., . L] 2 3 4 5 21)
= T P RN 2_] 3 4 s 22}
D VY P 1) TR 373 S T N | 2 3 4 5 (23)
o [senn. G Vaticoal Guard, 4 .s 4w e s e el 2 — 3 4 S (24)
(I: thar the Air National Giuardl J1 or the Army National Guard L2? Don't Know [ 3 ) (25)
o S at i Feserves. oo o o v o i e s e e e 0 d 2 3 4 5 (26)
(T nes wne Air Forec Arcay y Cnast Guard Marine Corps or Navy Don't 6) (27)
1 R serve Resurve Reserve 3 Reserve Reserve Know
) W Lag in e Air lorce @eane duty) oo 0, . ] 2 3 4 5 (28)
v Seroa i the Arony @enve dutv). o .0 v e e 0w s 1 2 3 4 5 (29)
[ Sepeing in the t oasl Guard {active duty) . « o, « . 1 2 3 4 5 {30)
t )] |oerving tn b Marine Corps (active duty) .+ . . . . 1 2 3 4 5 (31)
[ )v Surving doothe N ay ive 3 4 5 (32)

(Ask QU, 5b-5¢ [F “"IFFINITELY" OR ' FROBABLY" TO ANY OF THE 5 SERVICES OR NATIONAL GUARD'
RESERVES, OR J U \MILI{ARY SERVICE IN GENERAL (BOXED ITEMS), OTHERWISE, SKIP TO QU, 6. ASK
2, 8L SEPASALELY FOR "ACTIVF DUTY" AND FOR NATIONAL GUARD/RESERVES,)

5h, When do you think you will join {military scrvice/National Guard/Reserves)? (RECORD BELOW.)

Activg Duty Guards/Regepves

Within 6 1nonths + .« 4 v v e s 0 v s s s e s e n ol (33) (34)
Between 6 months and one yeadr ., o 4 o v o o s ¢ o o
hiore than 1 year but lves than 2 years « , . . « . .
Zyears OF iLIUKE ¢ ¢ o o 4 o o ¢ o 0 o 6 8 0 ¢ 0 o v s

$ e W

1
2
3
4
JONLKNOW & 4 4 o s ¢ o o 8 ¢ s s s 0 ot s s u s v s 5

“t Do ,ou expect ;ou would enter the +exvice #  ou cnliaied man cr as an officer?

“ulisted man P I T | (35)

JMIBCOE . v o v o e v b w s e v e e e e e e e e s ey
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ba, I'd like to read several statements. After I read each statement, please tell me how important you feel
it would be if you were considering joining the service, Here's the first one. (READ STATEMENT)
Do you consider that Extremely Important, Very Important, Fairly Important, or Not Important At AlL?
(REPEAT FOR EACH STATEMENT)

Not

START Extremely Very Fairly Important Doa't
_HERE —dmp,  ime. Imp. _AUAL Kugw
{ ) Gives you an opportunity

to better your life . . .. ....... 1 2 3 4 5 (36)
( 1 Trains you for leadership . . . .. ... 1 2 3 4 5 (37)
( ) Teaches you a valuable trade

orskill . o vt ) 2 3 4 5 (38)
{ ) Helps you get a college education

while you serve. . . . . . . . P | 2 3 4 5 {39)
{ ) Allows you to see many

different countries

oftheworld. . . . ... . 4 ¢+ o.o. } 2 3 4 5 {40)
{ ) Provides good benefits for

youand your family . . . . . .. ... 1 2 3 4 5 {41)
( )} 1Ilsacareer you canbe

Proud of. . « v v s b i s e ) 2 3 4 5 (42)
{ ) Has other men you would

like to work with . . . . . .. .0 .0 ) 2 3 4 s (43)
() Givesyouthejobyouwant . . . . ., « . 1 2 3 4 5 {44)
{ ) Gives youa job which is

challenging . i« o o v o o v o o0 s oo 1 2 3 4 5 {45)
() Payswelltostart. . . . .. . ¢ o e ... 1 2 3 4 H) (46)

6b, I'm going to resd the statements again. The first one is ... (READ). Do you think this is true of aay
of the services, or not?

bc. (IF "YES” TO QU.6b ASK:) Which gae service is this most true of? (SINGLE RESPONSE

ONLY)
Qu, 6b Qu, 6¢c
True of
—Agy Servige Mojs Trye QL
START Don't Air Coast Marin Don't
HERE Xea Neo Xoow Force Army Guard Cores. DNayy Kaow
{ ) Gives you sa opportunity
to better your life. . . . ... .1 2 3 (47) 1 2 3 4 5 6 (58)
( ) Trainsyou for leadership, . . . .1 2 3 (48) 1 2 3 4 5 6 (59)
( ) Teaches you a valuable trade
orskill. . . ... ...l 2 3 (49) 1 2 3 4 5 6 (60)
( ) Helps you get a college
. education while you serve . . .} 2 3 (50) 1 2 3 4 5 [ (61)
{ ) Allows you to see many
different countries of the
world . . . . .. 0 e a0 ad 2 3 51) 1 2 3 4 5 6 (62)
( ) Provides good benefits for
youand your family ., .., ...1 2 3 (52) 1 2 3 4 5 6 (63)

( ) 1sa career you can

beprowvdaf . . .........0 2 3 (53) 1 2 s 4 5 6 (64)
e v U0 2 s (54 1z 3 ‘ s 6 (65)
( ) Givesyouthe jobyouwant, ...l 2 3 (55) 1 2 3 4 5 6 (66)
{ ) Gives youa job which is

challenging . . .. .......1 2 3 (56} : 2 3 4 5 & 67)
{ ) Payswelltostart. . .......2 2 3 {57) 1 2 3 4 5 6 (68)

e it - e 'S — Al




7a.

7b.

Tc.

7d,

Te.

ey
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If you were advising a friend who was thinking of entering a Service,
which Service would you recommend? (DO NOT READ ALTERNATIVE
ANSWERS,)

Air Force . . . .1 Marine Corps . .4 (69)

Army., . . ... .2 Navy . . ... . .5
Coast Guard . . .3 None . .. ... .0

Will you please tell me everything you remember about the advertising 70
for the Army Reserve or Army National Guard that you have seen or

heard recently. (PROBE:) What did the advertising say? What did it 1
show? What was the main idea the advertising was trying to get across?

71
I 72
Have not seen advertising , ., . . . . ... ... ..0] SKIP TO
Have seen advertising, can't remember content . . X] QU, 7d
How do you feel about the advertising for the Army Reserve or Army
National Guard? Would you say it was, personally.... (READ
ANSWER ALTERNATIVES,)
Very meaningfultoyou . . . . . + s 4 s ¢ o o s o .1 (73)
Somewhat meaningtfultoyou. . . . . . .. .. .. .2
Not very meaningfultoyou . . . . ... . . ... .3
Not at all meaningfultcyou. . . . . .. . . . .. . 4
What do you remember about the advertising for the Agtive Army?
(PROBE:) What did the advertising say? What did it show? What
was the main idea the advertising was trying to get across?
74
s 75
Have ngt seen advertising . . . . . .. .......0] SKIP TO
Have seen advertising, can't remember ~ontent . . X] QU, 8a
How do you feel about the advertising for the Agtivg Armoy? Would you
say it was, personally,... (READ ANSWER ALTERNATIVES,)
Very meaningful to yow . + v v v v 4 o o o o s o o o1 (76)
Somewhat meaningfultoyou., . . « v v 4 ¢ 4 o s o o+ 2
Not very meaningfultoyou . ., . . ... ... . .3
Not at all meaningfulteyou. . ., . .+ o+ ¢ v o o o o 4
(17-79
open)
§0-2
Cd, 3
Dup.
1-4
(5-22
open)

R ST R SIS .- B
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Now, let's go on to another subject.
Ba, In the last six months, have you had any contact with a military recruiter
representing the active military?
Yes 7 No 2 (SKIP TO QU, 8c) (23)
8b, How were you in contact 'with the recruiter? (READ EACH
STATEMENT. START "WITH THE "X'd'" ITEM,)
In the Last
START Six Months
HERE Yes No
( ) Have you gone to a recruiting station and talked
toarecruiter . . . . . . ¢ 4 v 0 e e 0 0 e s e e e 1 2 (24)
{ ) Have you talked face-to-face with a recruiter
somewhere other than at a recruiting station, . . . . 1 2 {25)
( ) Have you heard a recruiter give a talk at your
highschool . . . .. .. ..., ¢ euveeeoeesl 2 (26)
« ) Have you talked to a local recruiter by telephone . . , 1 2 27)
( ) Have you received recruiting literature in the mail . . 1 2 (28)

8c. .(ASK EVERYONE) In the last six months (READ EACH ———————r
STATEMENT, START WITH THE "X'd" 17 [)

Yes No

( ) Have yo > discussed the possibility of enlistment

with friends already in the service or who have

beeninthe service . . . + . . v ¢ ¢ ¢ ¢ v o+ 000+ 1 2 (29)
( ) Have you talked with a teacher or guidance counselor

at school about possible enlistment, . . . . . . . . » 1 2 (30)
( ) Have you talked with your girl friend or wife about

possible enlistment . . . + « « . ¢ ¢ ¢« ¢ ¢ s 0 0 0 oo 1 2 (31)
( ) Have you talked with one or both parents about

possible enlistment . . « v ¢ ¢ ¢ + ¢« ¢ s 0 o 0o s 0 oo 1 2 (32)
( ) Have you taken an aptitude or career guidance test

in high school given by the armed services . , . . . 1 2 (33)
( ) Have you made a toll-free call for information

aboutthe military. . . « « v ¢ ¢ o v ¢ 0 ¢+ s 0o o e 1 2 (34)
{ ) Have you asked for information about the military

by mil * . . [ ] ] L L » L L] L] L . [l . L L 1 ] 1 . . * . . l Z (35)
( ) Have you been physically or mentally tested at a

military examination station . . . . . . . . . . . . . 1 2 (36)

e ey




i

1 have several more questions about military recruiters.

SKIP TO QU, yb.)

—— T
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(IF "NO'" TO QU, 8a, ASK QU. 92, OTHERWISE,

9a. Have you ever had any contact with any military recruiter?
Yes 1 No 2 (SKIP TO QU, 10} {37)
b, You say you have been in contact with a military recruiter. What branch or branches of the service
did they represent? {RECORD BELOW, PROBE.) Any other military recruiter? (PROBE UNTIL
UNPRODUCTIVE, )
Marine Coast Don't
Al Forge | Apmy . Coype  |Navy |Guard)Kgow
Recruiters represeated 1 2 3 4 5 6 (38)
dc (IF "AIR FORCE," "ARMY," OR (SKIP
"MARINE CORPS, " ASK:) Did the TO
(NAME SERVICE) recruiter repre- Qu.10)
sent the (READ ALTERNATIVE ‘
ANSWERS - EXCEPT FOR (39) (43! (47)
"DON'T KNOW')? Active Air Active £ctive
Force, . [jiq] Army . .Dlj Marines [Jl-
Air Nat, Army Nat. Marine
Guard, . [ Guard. .[ R Reserve [P
Alr Force Army Don 't Know B
Reserve. Reserve, [ 3
Don't Know Don't Know
(ASK QU, 9d-f FOR EACH "ACTIVE"
RECRUITER CONTACT OR "DON'T
KNOW' FOR THE AIR FORCE, ARMY,
AND MARINE CORPS, AND FOR EACH
NAVY OR COAST GUARD CONTACT,
ASK ALL QUESTIONS FOR A SERVICE
BEFORE GOING ON TO THE NEXT.)
ad, Did the (NAME SERVICE) recruiter ir
contact you first, or did you contact
him? {40) (44) (48) (51) (54)
Kecruiter contacted first . . . . . 1 1 1 1 1
Respondent contacted first , , ., . 2 2 2 2 2
e, How adequate was the information
you got from the (NAME SERVICE)
recruiter? Did he give you ..., (41) (45) (49} (5¢) (55)
All the information you
wanted. . . . o . 0 b 0 s .. e 1 1 1 1
Mostofit . . . . . ¢ s v v e oo 2 2 2 2 2
Ov, Verylittle . . . . . . . v 0 s v o & 3 3 3 3
of. Waa your attitude toward joining (NAME
1.RVICE) more or less favorable than
before you talked to the recruiter, or
didn't it change? (42) (46) (50) (53) (56)
Moge Favorable
(Was that ..,.)
Much meore favorable, , . . . . 1 1 1 i 1
or, Slightly more favorable . ., . 2 2 2 2 2
Padn't Change « « ¢ < ¢ s 00 000 3 3 3 3 3
Less Favorable
{Was that ....)
Slightly less favorable , . , . . ¢ 4 4 4 4
or, Much less favorable . . . ... § ] 5 5 5
10a.  Ae far as you know, what is the starting MONTHLY pay for an ENLISTED MAN ia the military -«
before taxes are deducted? (ROUND TO THE NEAREST DOLLAR.)
(WRITE IN) $ Don't Know (X 57D:I:D°°
10b, If the starting pay were increased by $50 & month, would you be more likely, or not, to consider
jolning one of the active military services?
More Likely . ., , . , 1 ====—=—=_"Would it be ..., ©1)
Much more likely « . . . . . 2
Somewhat more likely, . ., . 3
Just a little more likely. . . 4
Not more likely . . ., 6
Don'tknow, , . . + . 7
R AN It AT S DI 5 Tl =24 b B ARl A AR 0w A R .
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11,

Just a few more questivns, How would your parcats fcel if you told them you were thinking about paning
any of the military services?

L2a.

12b.

OMB #22-R-0339
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1 am going to read a list of life goals that young men like youreelf might have. As I read each one,
please tell me whether you feel you would be more likely to achieve this goal in the military scrvice
or in a civilian job, or could it be achieved in either one? (READ FIRST GOAL, IF “MIL.I1 ARY"
OR "CIVILIAN, " ASK:) Would you say you would be (much more likely or soniewhat more likely

to achieve this goal in the military) OR (somewhat more or much more likely to achieve this goal
in a civilian job)? (RECORD BELOW,)

— Militagy ~ Either __ Civilian

Much  Somewhat Military Somewhat Much

More More or More iMorv

Likely _Likely = Civiban _ Likely  Likely
Personal freedom . , . & v v v v v s ¢ 0 0 . 1} 2 3 4 5 .
Developing your potential . . . ... ., .... 1 2 3 4 5 ()]
Job security, i.e., a steady job . . .., ... 1 2 3 4 k) (64)
Making a lot of money. . « . v v v v . 0. .. 1 2 3 4 & L
Working for a better society . . . . .., ... 1 2 3 4 5 fto)
Having the respect of friends . . . . .. ... 1 2 3 4 5 i
Doing challenging work . . . + v v « v 0 v o . 1 2 3 4 5 oy
Adventure and excitement. . . . . ..., ... 1 2 3 4 5 [
Learning as muchas youcan., . . . .. ... 1 2 » 4 5 )
Helping other people, . . . .. .. 0v .. 1 2 4 5 (kAN

Being able to make your own decisions

onthe job . . . . . . . v vt v s v e aa. 1 2 3 4 ’ i)
Recognition and status. . . . . . . . o, ... 1 2 A 4 o [E
IR S

apced

pl:_
Would your fathey be in favor of your joining the service, against it, or ncutral? o
(IF "IN FAVOR," ASK:) Would he be very much in favor of it or slightly in favor of it? P

(IF "AGAINST, " ASK): Would he be slightly against ir or very much against it?
(REPEAT QUESTION FOR '"MOTHER,") (RECORD BELOW,)

Father Mother
-}

' 5)
DON'T HAVE . , .. ...... P U
IN FAVOR
Verymuch . . v o v v i vt v oo v v v e o | 1
Slightly & « 4 v 4 o v v v v v v o v et v s o s & 2
AGAINST
Slightly . o . v v o v vt e e e e e e e e b 3
Very much . v v o v o v v 6 o v o v v o o0 ao. d 4
NEUTRAL . & ¢ ¢ ¢ e s v o0 e cn o e susseeas B 5
DON'T KNOW . . . . . . v v v v v v o s v e s aa b [3

(ASK FOR FACH PERSON IN QU, 12a WHO WAS "IN FAVUK'™ OL “AGAINST') You sanl
your (NAME PERSON) would be (IN FAVOR UF/AGAINST) you: joining one of the ailuary
services, Why do you think (he/she) would tael that way? (DON'L LLEAD ALTERNATIVE

ANSW N

SWERS, ) Father Mothe
FAVORABLE COMMENTS (7) 9

’ Patriotiem. . o o v v o i o v v v vt e e e e L i
Growing up/maturity . . . . . ¢« v s o v v e 6o s 0. 2 2

Benefits are good . . . . . . . v vt e s e e 3

Exciting job/career . o o v o . v v 4 4 c v 00w 4 1

Job lraining/learmug LCBTUCET 4 4 s s s 6 . 4 s e s s B 5

Other thantheabove ., ., . ... .. +i.0000¢0.. 6 6
IINFAVORALD OMME 1 (5) (1v)

Separation/being apart . . . . 4 0 - 0 s e e e .. | 1
Danger/fear of fnjury or dvath . . v o 4 o s o v 00 . & 2

Loss of status of military vs, civilian status carcor

{e.g.. "You can do Letter than beiny a soldier®), . 3 3
Civilianeducation . . . . . . v . s 0o o 4 s o s o0 0o | 4

Negative military experience Ly father, o o o o o 0 . 8 5

Other than the sbove . . o . v o v v v v v 6 s o 0 o t v

t

R
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(ASK QU, 13a & 13bIF "YES" TO "TALKED WITH ONE OR BOTH PARENTS"

-- QU,

13a,

13b,

l4.

15a.

i5b,

15¢,

16,

8¢, PAGE 6,

You told me you had discussed the possibility of joining the military with
one or both of your parents, Which parent did you discuss it with -«
your father, your mother, or both?

Father 1 Mother 2 Both 3 (11)

In your discussions, who is usually the one to bring up the possivility of
joining the military ~- you or your parent(s)?

Respondent 1 Parents 2 Both/not sure 3 (12)

You probably know that veterans of the military service can receive
financial support for schooling. Please tell me which of the following
three statements best describes the educational assistance program
available to those currently entering the service. (READ STATE-
MENTS., START WITH "X'd" ITEM,)

Those who complete their tour of Service are eligible

for up to 36 months of tuition assistance . ., . . . . « ¢ . ¢« 4 o . 1 (13)
For those willing to place a portion of their pay in an

educational savings account, the government will add

$2. 00 for every $1.00 they save during their three

YEAT LOUT . v 4 v v v v 6 s s o s s 0 0 b . c et e e s e s e 2
Those who complete their tour of Service are eligible

{for up to 18 months of tuition assistance. . + « + « « + » o & + « +» 3
Don'tknow . ., ., . . ... ... ..., P I R

There is a current educational benefits program that involves setting aside

a portion of your monthly paycheck, and after three years the government

will add $2, 00 of educational assistance for every $1.00 saved. Given

that the current starting monthly pay is about $375, and assuming you

joined the military, do you think you would participate in this educational [ﬁ
savings program if you had to save $25.00 a month?

Yes 1 No 2 Not sure 3 1s)
What if you had to save $50, 00 a month?

Yes 1 No 2 Not sure 3 (16}
Do you think you would participate if you had to save $75,00 a month?

Yes 1 No 2 Not sure 3 (17)

(REFER TO "RESERVE TERM DESCRIPTIONS'" AND "PAIR SHEETS"
FOR THIS QUESTION,)} So far we have been talking about the military in
general. Now, I'd like to ask you one question about the Reserves. In

the Reserves....(READ PARAGRAPH INDICATED BY THE FIRST TWO-
DIGIT NUMBER OPPOSITE THE PAIR TO BE USED}, Also....(READ
PARAGRAPH INDICATED BY THE SECOND TWO-DIGIT NUMBER
OPPOSITE THE PAIR TO BF USED),

I want to read you two brief descriptions of possible Reserve situations.
Please tell me in whigh situation you'd be more likely to join, (READ PAIR.)

(IN BOXES BELOW RECORD: (1) RESPONDENT'S ANSWER; (2) FIRST
TWO-DIGIT NUMBER; (3) SECOND TWO-DIGIT NUMBER; (4) FOUR-

DIGIT NUMBER,)
% I X N N N A I
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CLASSIFICATION SECTION

Now, I have a few questions to help us put our participants into proper groups. Remember that the information
you give us is completely confidential,

17, Are you married, single, separated or divorced?
Married 1 Single 2 Separated/Divorced/Widowed 3 27)

18. What was the highest educational level your father (omipleted? U you are not sure, please
give me your best guess.

Did not complete high school . . . . . 1 Finished college {four years}. . . . . . . [ (28)
Finished high school or equivalent . . 2 Attended graduate or professional

Adult education program ., ., . .. .. 3 school, © . . . . . e e e e e 7
Business or trade school, . . . . ., . 4 Obtained a graduate or professional

Some college . . ... ........5 degree, o v v v v v v e e e e e e e s . 8

19. What (are/were) your average grades in high school? (RFAD LIST OF GRADES,)

AsandB's . .. ........]1 (DON'T READ) (29)
B'sand C's. . . . ... ....2 Doesnotapply. . . .. ... 5
CsandD's . ... .......3 Don't remember. . . . ... 6

4

D'sand below. . , . . ... ..
20, What cducation program (are you/were you) in, in high school®” (READ ALTERNATIVES)
College preparatory 1 Commercial or business training 2 Vocationai 3 (30)

21, Which of the following mathematics courses, if any, did you take and pass in high school?

Elementary Alegebra. . . . . . 1 Intermediate Algebra . . . . 3 (31)
Plane Geometry. . . . . . . . . 2 Trigonometry . . « « « « + « 4

(DON'T READ) None of these . . . . . 5

22, Did you take and pagg any science courses in high school which covered electricity or electronics?
Yes 1 No 2 (32)

23, Justto be sure we are representing all groups in our survey, please tell me whether you
describe yourself as . . ., (READ LIST)

Cuban . . ... ....1 Other Spanish . . . 4 Oriental . . . 7 (33)
Mexican-American . . 2 American Indian. . 5 White, . . . . 8
Puerto Rican ., . ., . . 3 Black, . . .. ... o

Refused , ., . R

24. Name of Respondent
Addrass

City/State Zip Codc
Telephonc number / 34L J J T ] 138

25, Next, 1would like to know your Social Security Number., Because of a recently enacted law, I must
tell you that the authority to request this information is given in 10 USC 13b, Providing this informa-
tion is voluntary on yonr part and there are no consequences 1f you choose not to do so. This informa-
tion is necessary to enable us to re-contact you in the future regarding your decisions.

[T T JET T [ 1 Jer

None. ., . . . 0
Refused | | | X

What is your Social Security Number ?

/ /

Your opinions have been very helpful and 1 appreciate the time you took to participate in this survey. Thank you.

e T L L T e N P L L L L TR R Y P L L R L DL L LRl tel St teded s ddedl

IMPORTANT: 1O MAKE THIS A VALID INTERVIEW, PLEASE RECORD ON PAGE 1 AND HERE
THE 1.D, NUMBER FROM YOUR CALL RECORD FORM,

s T JO T J0 1 1 Joo

(55-79
open)
80-4







